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Rainstens 


high-fashion boots that 


give you quick sales! 





Water Repellent Poplin Rain-Steps, (above and | 
always in demand! Styled right, priced right, for 
turnover! Heel heights from flats to spikes 


charcoal, brown or black, some with accent colo 


Fash-N-Fit Boots, the latest style in 
trend-setting Rain-Steps. Elasticized 
fabric needs no fasteners. Give your 
customers the sleek new glove fit, even 
over spike heels! Midnight black, heel 
heights from flats to spikes. 


Order now, to sell now! Rain-Steps are natior ad 


vertised, and supported by new, colorful, attractive poin 


t 
of-sale displays! A whole line of winners to clinch the sale 

each with news, with style, with customer-appeal! Get 
ready for stormy weather sales, check your stock and 


ORDER NOW! 


Rain ster made only by B. F. Goodrich and Hood Rubber Company 
Watertown, Mass. 





CAPTAIN COOK DISCOVERED KANG p +N Fr Ra te: 


DUPONT DISCOVERED CELLOFOAM ...BRIDGEWATER WORKERS 


DISCOVERED HOW TO PUT THEM TOGETHER TO MAKE THE FIRST 


AIR CONDITIONED DRESS SHOE ror men 


FOR YOUR CUSTOMERS, IT'S THE 


COMFORT DISCOVERY OF A LIFETIME! 


Between the soft, supple Kangaroo leathes 
outside and the smooth leather lining inside 
there’s a quilt of Dupont Cellofoam . . . all 
over the whole shoe. It air conditions and in- 
sulates, keeps the foot warm in cold weather, 
cool when it’s hot. It makes the shoe so soft 
that wearing it is like putting the foot to bed 


for a good rest. 


Better get in touch with Bridgewater 
Workers, Bridgewater, Massachusetts. 
and find out more about this neu 
development in the use of Kangaroo 
leather. They'll be glad to tell 


you all about it. 


kangaroo/mecee 


WILLIAM AMER COMPANY eo SURPASS LEATHER CO. e ZIEGEL, EISMAN & CO. 





Chuck Wagon 





Corra/ Pacemaker 





Traveler Rambler 





Asquss new selling plan offers an amazing profit potential for you 


. . ae today in America. They're color, comfort, and the smart look of 
This is the Risqué idea: : 
American Suburbia all wrapped up in one neat, foot-hugging 


1, A line of proven sales leaders. From these 6 Risqué basic portage 
patterns that come 30 different ways you can develop a dominant The new Risqué selling plan is the big reason Risqué retailer 
casual program report average sales are up 86% over last year, and why reta 

, A A unique stock service that means you need never be out of profits on Risqué are as sensational us the sales increase. As a 

these proven best sellers favor to your customers—and yourself—write, wire or 


3. The new American influence. Risqué's sensational 6 are all today. We'll see that you get the up-to-date story o 


shoes created to meet the requirements of the way women live at once 


St. Louis . . . Makers of: Air Step + Buster Brown * Official Boy Scout Shoes 
Official Girl Scout Shoes * Life Stride » Naturalizer + Pedwin + Propr-Bilt 
Risqué * Robin Hood + Roblee + Westport 
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One of 


Somehow, it’s taken for 
granted by many that 
when shoes are brought to 
the retail fitting-stool 
they'll have all the spick- 
and-spanness of a factory’s 
packing room. Changes can 
take place in anything 
processed with chemicals 
due to differing tempera- 
ture and climate. 


the extra 
measures 
In LEVOR 


whites 


As the foremost tanner of white 
leathers over four decades, LEVOR 
has mastered the problem which 
besets many a tanner and manufac- 
turer of shoes through returns of 


“oxridized”’ whites. 


You get uniformity and dependability 
in “THE WHITEST WHITES” wich stay 


white anywhere, anytime. 


CLOVER CALF & KIP 
KID & CABRETTA 


and also in White, 


TAN-ART SUEDE 





Recorder 


Vol. CXLVIII, No. 11 
November 1, 1955 





Founded 1882—73 Years Continuous Service to the Shoe Industry 





Contents 


Editorial Outlook 

Headlines and Footnotes 

Washington Newsreel 

Talk of the Trade 

Style Merchandising—Part II, Advertising and 
Promotion 

Fluid Lines, Dainty Detailing in New Pumps 

Style-a-Plenty on Flat-to-Medium Heels 

From a Tiny Store to a Million a Year 

Retailers Give Views on Factory Timing 

What's Wrong with Shoe Selling and How to 
Make it Right 

In Fashion's Forefront 

Review of the Retail Trade 

Manufacturing and Markets 

Shoe News 

Dates to Remember 


News of Salesmen and Suppliers 


One of the Publications 
Owned, Published and Copyrighted, 1955, by 


0) CHILTON COMPANY (INC...) 


Executive Offices 
Chestnut and 5éth Sts., Philadelphia 39, Pa., U. S. A. 


OFFICERS AND DIRECTORS 


JOSEPH S$. HILDRETH, Chairman of the Board 
G. C. BUZBY, President 
Vice-Presidents: P. M. FAHRENDORF, HARRY V. DUFFY: Treasurer, WILLIAM 
H. VALLAR; Secretary, JOHN BLAIR MOPFFETT; GEORGE T. HOOK, 
MAURICE E. COX, FRANK P. TIGHE, LEONARD V. ROWLANDS, ROBERT 
E. McKENNA, IRVING E. HAND, EVERIT 8B. TERHUNE, JR. RUSSELL 
W. CASE, JR. JOHN C. HILDRETH, JR 





EVERIT B. TERHUNE, JR., Publisher 
RAYMOND L. FITZGERALD, Editor 


EDITORIAL STAFF 


John J. Reilly, Managing Editor 
Owen A. Thomas, Associate Editor 
Estelle G. Anderson, Associate Editor 
James Edmonds, Associate Editor 
Eleanor Maud Rutty, Fashion Editor 
Herbert B. Goodridge, Make-up Editor 
Warren L. Cachion, Research Editor 
Daniel Shifren, News Editor 


Everit B. Terhune, Sr., Editor Emeritus 


William A. Rossi, Field Editor 


Washington Correspondents: George H. Baker, 
Ray M. Stroupe, Neil R. Regeimbal; Regional 
Correspondents: Boston and New England, 
Owen A. Thomas; Chicago Area, Bernice 
Stevens Decker; St. Louis and Southwest, Ger- 
aldine Epp; Milwaukee Area, Vivian Ander- 
son; Los Angeles Area, Tina Stuckelman; 
Paul Wooton, Washington Member, Chilton 
Editorial Board 


CIRCULATION MANAGER 
Arthur L. Burns 


ADVERTISING STAFF 
Harry R. Hughes 
100 East 42nd St., New York 17, N. Y. 
Telephone: Oxford 7-3400 
Robert K. Hogarty 
20 N. Wacker Dr., Chicago 6, Ill 
Telephone: Dearborn 2-1712 
Hugh M. Bowen 
1221 Locust St., St. Louis 3, Mo 
Telephone: Central 1-9698 
Gordon Scott 
Gordon Scott, Jr. 

10 High St., Boston 10, Mass 
Telephone: Liberty 2-4460 
Clarence R. Heyde 
Chestnut & 5Séth Sts., Philadelphia 39, Pao 
Telephone: SHerwood 86-2000 
L. H. Jackson 
3156 Wilshire Blvd. Los Angeles 5, Calif 
Telephone: Dunkirk 7-2119 
R. J. Birch 
Frank McKenzie 
300 Montgomery St., San Francisco 4, Calif. 
Telephone: Douglas 2-4393 


CHANGE OF ADDRESS: Send your new ad- 
dress at least 30 days before the date of the 
issue with which it is to take effect. Address 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts., Phila. 39, Pa. 


Send old address with the new, enclosing if 
possible your address label. The Post Office 
will not forward copies unless you provide 
postage. Duplicate copies cannot be tent 





Member Audit Bureau of Circulations. Yearly Subscription Price United States and Possessions, $3.00; Canada, $3.50; Pan 
America, $4.00; in all other parts of the world, $15.00. Single copies 25 cents except October 15 issue which is $1.00 





Boot and Shoe Recorder 











stock... 


(in stock) 
Sweater pumps... 





VENUS SWIRL 
Black Suede, Black Calf $6.35 


hess discount 
30 dass 


SEND ORDERS TO IN-STOCK DEPARTMENT, DEMOSETTE 


VENUS 

Black Suede $5.85 

Black Calf $6.00 
Joss discount 
30 days 


TOP HAT 


Black Suede 
Black Calf 


$5.35 
Sus dicunl - 3 dass 


VENUS FLAT 
Black Suede 


$4.75 


Black Calf 
$4.85 


Liss discount 


30 days 


SHOES, WASHINGTON, MISSOURI 
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FOOT SAVERS 


IN-STOCK 
FOR GREATER 


CRUSADER 


STARLET 


DESIREE 


Many styles are not pictured—but sizes range from 


4 to 12, widths from AAAAA to EEE. Get all the facts! 


Many areas are still open for distribution 
Financial assistance is available to qualified persons 


YODLER 


For full information and an in-stock catalog, write: 


THE 


JULIAN & KOKENGE CO. 
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FEBRUARY, 1954—GOODYEAR ANNOUNCED 


O 





5 Wg g 
A OIFA 


World’s FIRST foam-rubber cushioning 
designed specifically for footwear! 


SEPTEMBER, 1955—GOODYEAR ANNOUNCED 





World’s FINEST foam-rubber cushioning 
designed specifically for footwear! 


Goodyear’s development of SUPER AIRFOOT is an example of the 
dynamic leadership that never rests on its laurels. Instead, Goodyear 
constantly strives to increase its lead—to employ its greater 
experience and facilities in continuous improvement — so that the 
FIRST shall also be the FOREMOST, year after year after year 


SO—BEFORE MAKING ANY SHOE CUSHIONING COMMITMENTS, 
contact Goodyear, Airfoam Dept., Akron 16, Ohio—and get all the 


facts about 


MADE ONLY BY 


Airtoct, Airfoam —T.M.'« The Akron, Obie 


Goodyear Tire & Rubber Company 


WORLD’S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONINGS DESIGNED SPECIFICALLY FOR FOOTWEAR! 
7 
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“Soothing and Smooth —like a lilting waltz’ “I'm In Love With REVELATIONS” “| admire their styling” 
JEANETTE seamed lo it _ a famous apni CEIL CHAPMAN - noted American 


or tells women wha fashion designe aks with 
ibes walking in REVELATI Ons! she thinks of REVELATIONS sdinncier on style. 


| “LOOK WHO'S SELLING 


In the greatest Advertising 


























. NF 


50,000,000 Women Will Read The “Style. With- Comfort” Success 


SE the New ain 


cours DESCO SHOE CORPORATION 51.07 porpen avenue 


REX SHOE CO., INC. (a subsidiary) 





“Smart? Yes! Comfortable? And HOW!” “Is Everybody Foot Happy?” “SO much comfort in shoes SO smart!" 

LYNN DOLLAR - hostess of Revion's MRS. TED LEWIS-wite of RUTH WARRICK - movie and rv 

“$64,000 Question”, TV and Radio show gives famous entertainer uses husband's slogan star enthuses over REVELATIONS! 
the right answers about “REVELATIONS”. to dramatize REVELATIONS’ comfort! 


YOU! 


=) ®) SO) 
ith FOAM RUBBER 


INNERGOLES ANO ARCHES 





? 


CHICAGO TRIBUNE 


This is it! The big REVELATIONS push is on! 


To over 50,000,000 women readers, will be dramatized the success 


raomgegy shoary 
wd 


story of REVELATIONS’ smart styling, supreme comfort, superb fit and out 
standing value! 

Famous nationally-known personalities will do a powerful selling job 
on REVELATIONS for you — in the greatest advertising campaign in our 





history! 

Beautifully dramatized too, will be the glorious new REVELATIONS 
styles for Spring! 

This great drive for more REVELATIONS wearers will create sales for 
retailers everywhere. For it is the history of REVELATIONS that, once oa 
customer tries these smart, miracle shoes, she comes back for more pairs 


ANIZVDOVW 


season after season! This is the story of the great growth and position of 
om leadership of REVELATIONS by Desco 
— 6M ‘ REVELATIONS retailers will be furnished sales-producing tie-in mats 
counter cards, window blow-ups, shoe glossies, window trims, radio and 
By DESCO TV scripts—and an assist from REVELATIONS’ liberal cooperative advertising 
plan 

Some valuable territories are still open for retailers to get on the fast 
moving REVELATIONS brand wagon. Make inquiries now because this year, 

above all others, it's—Let’s Go With DESCO! 


and get on the Leading Brand Wagon! 


At Popular Price Shoe Show, Nov. 28—Dec. 1 
Hotel New Yorker, Rooms 640-643 
See Desco Displays At Your Local Shoe Show! 


makers of the famous Desco Debs, Quo Vadis, Avanti, 


LONG ISLAND CITY 1, N.Y. Desco Debs, Quo Vadis 


iain dain i 4, elated to Ocenia ©. Wane Thrillmates, Darlin’s, Slippers and Booties! 
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ust a hint of the hedther fag 


Ag. 
Introducing Gallun’s Hiland Grain Calf r4 4 
ee with a distinctive soft grain 


“, 


that helps to sell your shoes ¢ 


This discriminating gentleman looks for just a 
hint of the heather, just a touch of the casual. . . 
and finds it in shoes fashioned from Gallun’s superb, 
new Hiland Grain, The very softest of patterns 
mellows this elegant leather — lends to the shoes 
and the man an air of dressy nonchalance. 


Th subtle grain, the —_ smoothness 
characteristic of all fine Gallun Calf reflects good breeding 
— both in the leather and in the wearer. Particular 
people sce this difference and choose accordingly. It pays 
for you to be particular too, when ordering from your 
leading suppliers . . . Check the Gallun numbers 
for added eye- and sales-appeal in your shoes. 

A, F, Gallun & Sons Corp., Tanner, Milwaukee, Wis. 


OTHER FAMOUS GALLUN TANNAGES 
NORMANDIP CALFPeC RIT TAN CALPeNORWIGIAN CALI 
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The FINISH is * AG 


_" 


the Start of the Sale [ on 








with DURALENE 


Looks Better Longer 


MEN’S, WOMEN’S AND PARTICULARLY 
CHILDREN’S SHOES need all the finish , 
durability you can give them! Retailers // 
want shoes that stay factory bright. Y 
Duralene, the new finish that doesn’t 


Jf 
“drop off” between packing room and 4 DURALENE . 


shoe store — provides both advantages. for the packing room 


Yes, and wearers find that this 
water-repellent finish will keep its 


sparkle far longer — actually 

eliminates rain spotting. \u 
The cost? Probably no more than 

you are now paying because Duralene 


adds value without increasing the cost. I ~ " 
Ask for a demonstration today! : 


is the newest member 


TF the fa mily of 


Distributed by 
UNITED SHOE MACHINERY CORPORATION 


*Trademark BB Chemical Co. BOSTON, MASSACHUSETTS 
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THINGS ARE HAPPENING 


—_— 


Plant Superintendent, FRED BELYEA, chats about 
new WALK-OVER styles with JEAN R. KEITH, president, 
and grandson of GEO. bk. KEITH, founder. 





GEO. E. KEITH COMPANY. 
Brockton 63, Mass. 
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at WALK-OVE 


Pleasant surprises are ahead 


for WALK-OVER dealers! 


Bermuda ... 

256 Slip-On Tie, 
Teak Satin Melomoor, 
Vo. 3928 


Romano... 
264 Blu Tie, 
Black Calf with 
Black Silk Tweed, 
No. 4941 
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Wel-Over 


Breton... 
279 Blu Tie, 
Maple Gluv Ski, 
Vo. 3836 


As part of the new spirit of success at WALK-OVER, 
we're constantly experimenting with new styles, new colors 
and new, unusual leathers. We've sought fresh ideas from 
last manufacturers and designers at home and abroad and 
have detailed the longest line of new styles in our long 
history. As a result, the WALK-OVER salesman can show 
you the most spectacular Spring line ever put on the market. 

Should our salesman in your area happen to miss you, 
be sure to let us know. We believe we're starting the most 
dynamic sales campaign in shoe history. If you haven't seen 
the complete WALK-OVER line lately, you don’t know 
WALK-OVER today. You'll be glad you looked! 


OR Bs o— 


President 




















Style No. 8591 


BUILD “REPEATS” 


Like interest on your investment that’s your 
“repeat”’ customer. And that’s one of the main 
reasons why the Johnsonian Guide-Step line is so 
profitable—it keeps them coming back. 


Guide-Steps’ handsome styling is partly responsible, 
but so is their fit, based on hundreds of thousands 


of foot measurements made on the foot in action. 


Once your customers discover the fit and comfort of 
Johnsonian Guide-Steps, you’ve got yourself 
aye es CES \ | “repeats” from now on, especially since they retail 
| profitably at $9.95 and up. Write for full information 
Style No. 8500 or a personal call by one of our representatives. 


A PRODUCT OF MENDICOTT JOHNSON 


) Q 
Nationally advertised in () | ) in) x( ny) | All ()) 
LIFE, SATURDAY EVENING POST, (2 } 24 | LD } ot ® C > 


COLLIER'S, LOOK, ARGOSY and 
RICAN LESION GUIDE-STEPS 
Johnsonian Jr. Guide-Steps also available in some styles 
ENDICOTT JOHNSON CORPORATION 
Endicott 1, N. Y. St. Louis 29, Mo. New York 13, N. Y. 


See ‘The Last Story". . . full color movie on 








the Guide-Step principle. Write for details 





Successful models of GUIDE-STEP shoes have also been developed in our children’s, misses’, growing girls’ and women’s 
lines. The salesman who carries JOHNSONIAN GUIDE-STEP can tell you about these lines, too. 
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OUTLOOK 


he Retailer's 


SPRING shoe prices, where they are going and where 
they are likely to settle down when the present situation 
is stabilized were easily the No. | topic of conversation 
and discussion as the shoe trade gathered in Chicago 
last week for the National Shoe Fair. 

Higher prices on many shoes at the manufacturers’ 
level are, of course, an established fact. In anticipation 


of 


the gun” 


increases some retailers may 
the 


business 


these have “jumped 


on consumer, Government 
it to 


living trends report that they find little effort to “hold 


prices to 
statisticians whose is observe cost-of- 
the line” on retail shoe prices. Although some manu- 
facturers have confined their price advances to indi- 
vidual styles or particular lines, retailers in not a few 
instances are reported to have translated these advances, 
even before they became effective, into an across-the- 
board price advance at the consumer level. 

On the face of it, such action on the part of retailers 
may seem open to criticism, but there are other aspects 
of the case that should be kept in mind. Most retailers 
undoubtedly feel that they have “held the bag,” 


expression goes, on factory price increases in the past 


as the 


because the amount of increase was too small to warrant 
the kind of increase the store would need to have to 
maintain an adequate markup, or because business 
conditions at the time did not seem to justify higher 
prices, So they went along pretty much as before, edging 
up a little here and there perhaps, but taking a loss in 
profit on many of their shoes. They have been waiting 
for an opportunity like this to recover such losses, o1 
at least get back on a normal markup and profit basis, 

As many retailers are likely to see it, the problem 
is one of merchandising their stocks in such a way 
that they will be able to keep abreast of increasing costs 
of doing business and show a normal profit, Profitable 
merchandising, from their viewpoint, is a vitally im- 
portant retail function, 

Some manufacturers, on the other hand, do not go 
along with such theories of retail pricing. They feel 
that they, as well as the retailers, should have a voice 
in determining price policies on the products that they 
manufacture, A shoe manufacturer in the Middle West. 
for example, writes the Recorper as follows: 


“There is a rather serious situation in the shoe busi- 
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Pricing Problem 


ness now, and one that is likely to result in complica 
tions as shoe prices increase, It may become even more 


serious later on, when the labor situation reaches its 


balance. 
when the shoe manu 


been true that 
10 cents 


“It has usually 


lacturer goes up five ot a pal retailer 


holds his price, thus losing that much of his legitimate 
profit. Then when the manufacturer goes up anothes 
10 or 15 cents a pair the retailer increases his price, 
not merely enough to absorb the increase but possibly 
a dollar a pair. Thus $9.95 becomes $10.95 and the 
$10.95 shoe may even become $12.95 

“Retailers will, on the one hand, complain about thei 
markup and, on the other, fail to mark their shoes at 
the percentage they feel they should make, despite the 
fact that they are buying shoes for an ethical, honest 
fair price in most cases, 

“Some manufacturers, realizing this weakness on the 
shoes 


part of retailers, have occasionally priced their 


higher than they need to, knowing that they can get 


the additional mark-up because the retailer is going 


to mark his shoes up anyway. At the additional mark-up 
he will get the same percentage of profit or more than 
he has been receiving.” 


So there we have two distinct viewpoints bearing 


on the question of pricing Spring shoes at the retail 


level. There are doubtless many other and 


the it 


viewpoints 
individual 


for 


down lo 
make 
in accordance with his particular situation 


factors that 


in last analysis comes an 


decision which every retailer must himself 


Meanwhile there are certain basic every 


shoe merchant should have in mind when his 


The 


should always show a normal profit 


pr einy 


Spring footwear: | successful retail operation 


2. Rising costs of 


Ine reine d 


merchandise and store operation clearly for a 


proportionate increase in income 5 


PToss 
prices always tend in some degree to reduce volume of 
To oll set 


sales or lose sales to competition 4 this 


tendency more energetic promotion sales effort 


are needed. 


To balance these conflicting factors is by no means 


an easy or simple task, It is, nevertheless, an ines apable 
responsibility and one that will face every retail shoe 


merchant as he prepares to enter the 1956 Spring 


selling season 





RESEARCH KEEPS B F 
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NEW OUTSOLE LIGHTEST MADE! 
Rainbow Cell-Tite’... 17% lighter 


Rainbow Cell-Tite by B. F. 
Goodrich now gives leisure wear 
new color, new comfort, new 
lightness. 


Compared with other soles of 
its type—Rainbow Cell-Tite is 
17% lighter. In a typical pair of 
men’s casual shoes, the weight 
is 6 oz. less. 


And, of course, Rainbow Cell- 
Tite has outstanding flexibility, 
resilience, will not absorb mois- 
ture and provides perfect insu- 
lation. 


Available in irons from 1% to 
24. Colors are pastel blue, 
sweetheart blue, cork, coffee, 
shell pink, benedictine, brick 


red, scarlet, oyster white, nat- 
ural white, yellow and black. 

Distributed by Bristol Rubber 
Co., Division of Bristol Fabrics, 


Inc., 64 South Street, Boston, 
Mass. 


SPONGE PRODUCTS DIVISION 
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This illustration will appec 


Three Jarman Winners in a Photo Finish! 


Winning styles 
sentatives of Jarman’s ne\ 
56, three distinctive shoes 
or tan sports outfit. And that 
portant point. Getting men to 
and color admittedly j 


in any competition are these smart repre a magi irrow” that 
spring and summer line for for each | 


e outhit 
designed to wear with 


a brown Because of Jarman 
brings us to a mighty im great middle price 
wear shoes of the right style quality Jarmat le 


a problem But it is a problem With the 
which Jarm in has turned into a real dealer opportunity, with 
a wonderfully pl ictical and appealing ! 
whole Jarman 


current ( 
tye iwarerne 
lew approach. The and more 
advertising and promotion program 1 
chronized to carry 


more 
Jarman 

vn ou effect 
out a “which shoes to wear with what” 
theme. In national advertising, in) window display, in 
newspaper ads in direct) mail Jarman stresses the 
portance of wearing the right shoes, style 


wise, with each basic outfit And a special extra ile portunity 
builder is the Jarman “Style Q-Scope.” colorful chart with 


on tota 
that t correct 
each b outfit 
im or tan 

wise and color i) 


| 


To retail at $9.95 to $18.95 most styles 


JARMAN SHOE COMPANY, L SHOE CORPORATION 








7,125 men and women 
signed up to join those 


already saving for their 


3 


financial security...’ 


GEORGE Hl. COPPERS 


President, 


National Biscuit Company 


“There is no greater honor than partnership in an enterprise as important 
to a nation as the Payroll Savings Plan for United States Savings Bonds, 
We view our recent person-to-person canvass of employees in behalf of Bonds 


as practical patriotism, It supports our Government's efforts to stabilize the 


value of the dollar. The campaign also benefited our employees. 7,125 men 


and women signed up to join those already saving for their financial security 


in this easy, automatic way.” 


The Payroll Savings Plan is the backbone of Series E 
Bond Sales. 8,500,000 employees in more than 45,000 
companies invest more than $160,000,000 in Savings 
Bonds every month. 


The person-to-person canvass is the keystone of The 
Payroll Savings Plan. In company after company person- 
to-person canvasses conducted hy employees have in- 


creased participation to 60%, 70% —even 90% plus. 


Why don’t you conduct a person-to-person canvass 


in your company? Here are two, simple steps: 


e Tell the Savings Bond Division, U.S. Treasury 
Department, Washington, D.C., you want to con- 


duct a person-to-person canvass, they will show 


you how easy it is to install the plan, 


e Over your signature tell your men and women 
you are 100% behind the Payroll Savings Plan 
because it enables them to build personal security 
... it is a check on inflation and helps to stabilize 
the dollar .. 


purchasing power 


. it has set up a reservoir of reserve 
over $37.5 billion—the cash 
value of Savings Bonds held by individuals at the 
end of July, 1954. The greatest reserve of purchas- 


ing power this or any other country has ever had. 


Your phone call, telegram or letter to Savings Bond 


Division, U.S. Treasury Department, Washington 25, 
D.C., will bring prompt co-operation from your State 


Savings Bond Director. Act today. 


The United States Government does not pay for this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Council and 
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PHILADELPHIA, 


PENNSYLVANIA 





compare and 
BENEFIT... 


VINER SELLS MORE HAND SEWN 
MOC-CASUALS THAN ANY OTHER 
SINGLE MANUFACTURER IN AMERICA! 


AND HERE'S WHY 
VINER 


.. continuous volume production gives 
you a terrific price advantage for a qual 
ity line! 


VINER 


. quality can’t be equaled at the price 

. and Viner quality is controlled qual- 
ity. Customers buy with confidence, 
again and again! 


VINER 


extras build customer satisfaction 
genuine hand sewn construction foam 
rubber sock lining . . . steel shank 
extra large size run! 


VINER 


... In-Stock Service is fast service—same 
day shipments are the rule. Sizing up is 
sure and easy . . . inventory control is “< a PREMIER 


simplified . .. turnover speeded up! 
2301 Antiqued Brown 
4301 Antiqued Red 
21301 Black 
9301 Wild Oats 


$3.60 le discount 


VINER BROS., INC 
Bangor, Maine 





LIGHTER THAN 
LEATHER 


» WEARS FAR 
LONGER 


FLEXIBLE 
AS THE FOOT 
FROM THE 
FIRST STEP 





Super flexible — greater shoe com- 
fort from the first step 

Lighter, tougher, longer wearing 
than leather 


Damp proof — protects inner parts 
and keeps shoe in shape 

Smooth or sueded finish — looks 
good, feels good 

Wide range of colors 


" 
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IN MOLDED SOLES AND UNIFORM SHEETS 


For women’s, children’s, and men’s shoes 


fet al 7 
& 


4 
WORLD'S LARGEST PRODUCER — 
OF SHOE SOLING MATERIALS... AMERICAN BILTRITE 
RUBBER COMPANY 
CHELSEA 50, MASSACHUSETTS 


In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrook 








YOUR “WAR BABY” MARKET 
FOR BOYS SHOES 


CASH IN NOW on this terrific growing market with 

ETONIC STRAT-O-JET sturdy support shoes for 

boys. They are built in our mens shoe factory as strong 

as we can make ‘em WITH ALL THE EXTRAS, left and right fitting patterns, nylon 
stitching, built in side arch supports and long wearing Nuclear soles . finest materials 
throughout! PARENTS . . . will “go for” the longer wear and exceptional fitting qualities. 
BOYS will acclaim the keen strat-o-styling 

YOU CAN BUILD A NICE REPEAT BUSINESS WITH ETONIC STRAT-O-JETS 





WIDTHS CHECK THESE EXCLUSIVE 
fe ft) : CONSTRUCTION FEATURES 


© Finest rugged materials for extra long wear. 
Bigger Boys 9'2 to 14 
¢ Built-in side arch supports 


e Nylon-stitched for extra strength. 
TO RETAIL AT © Double ribbed spring steel shank. 


$95 uP ' " e Super-wear Nuclear soles, rubber heels. 


© Left and right fitting patterns. 
© Toe-freedom combination wall last. 


4654—Wine 
CUSH-N-CREPE 


4660—Brown 
4662—Black 
4652——-Wine 
4655—Black 


store 


CHARLES A. EATON CO., Brockton, Mass. 
ADDRES? — 


Fine Shoemakers Since 1876 vie ccaelie 
1108 


artes 








adlines and Footnotes 


Important Trade News and Trends of the Fortnight 


As Reported by RECORDER Correspondents 





ational Shoe Associations Elect Oificers 


Spring Shoe Prices, Styles and Prospects for Continued High Sales 


Activity Main Topics of Trade Interest at 1955 National Shoe Fair. 


Wiru shoe retailers and buyers from all sections of the 
country once more gathered in Chicago for the big annual 
event of the industry, indications early pointed to a Na 
tional Shoe Fair of extraordinary which the 
attention of everybody was focused on the currently vital 


interest in 


factors of fashion and price. 

Two other questions on everybody’s lips as the Fai: 
opened were “Will shoe business for Spring of 1956 hold 
up to the approximate levels of 1955? Can Spring sales 
by inspired and intelligent promotion, be lifted to an even 
higher total? 

An attempt to answer these and other questions of live 
trade interest was made on Monday, October 24, the official 
opening day of the Fair, when a press conference was held 
at the Palmer House and officers and committee chairmen 
of the two sponsoring associations, National Shoe Manu 
Association and National Shoe Retailers Asso 
ciation, met editors and reporters of business publications 


facturers 


and the consumer press. The answers were favorable. 

Although Monday was the official 
Sunday preceding actually drew a larger attendance. This 
was due to the fact that the four official Shoe Fair hotels 
the Palmer House, Hilton, 
Congress were thronged with shoe retailers from Chicago 
its suburban They 
took advantage of the Opportunity to look over the line 


opening day, the 


namely Conrad Morrison and 


areas and nearby towns and Cities 
on display without losing time from their stores 
As in National Shoe Manufacture: 
Association meeting Monday 
activities and 


former years, the 


held its annual night, with 


reports on association progress and othe: 
organization business. The membership voted unanimously 
to re-elect Samutl L. Slosberg of Green Shoe Mfg. Co., to 
the office of president. chosen a 
John A. Bush, Brown Shoe Company; Byron A 
Gray, International Shoe Co.; Charles F. Johnson, Jr 
Endicott Johnson Corporation; Harold O. Toor, H. Jacob 
& Sons, Inc., and A. Berkowitz, of Bourque Shoe Company 
The only new officer elected was Fred A. Williams, who 
was chosen as association treasurer. He holds a 
office with the Albert H. Weinbrenner Company 
The Shoe Retailers elected 
officers during the Shoe Fair and chose Steven J. Jay, 
nationally known president of R. H. Fyfe & Company, one 
of the most famous shoe retailing organizations of the 
country, to be association president. He succeeds Gilbert 
Hahn, of William Hahn & Company, Washington, D. ¢ 


Other officers elected will be published in the next issu: 
of the Recorper. 


Vice-presidents were 


follows: 


similar 


National Association also 
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follows active 


Mr. Jay’s NSRA 


services as director and officer of the association over the 


election as president 


past twelve years. Fyfe’s is one of the oldest, largest and 
most successful independent shoe operations in the United 
States. Mr 
1917 as buyer and manager of men’s and boys’ shoes. In 


Jay became associated with the company in 


1928 he became vice-president of the company and in 1947 
he was elected president 

Thirty-eight years of successful experience in retail shoe 
merchandising plus a wide and active interest in civic 
affairs in the city of Detroit brought Steven Jay into na 
tional prominence. He is a Detroit 
Rotary Club, former president of the Detroit Merchants’ 


Association, director of the Board of Commerce, past presi 


former president of 


dent of the Detroit Grand Opera Association, past president 
of the Better Vision Institute of Michigan and president 
of Detroit Rotary Foundation, also a director of the Michi- 
gan Millers Mutual Insurance Company, of Lansing. He 
was a Close personal friend of the late Sister Elizabeth 
Kenny and was elected president of the Michigan Chap 
ter of the Sister Elizabeth Kenny 1954 

Sam Sullivan, of Laredo, Texas 
of Independent Shoemen at their meeting 

Ray C. Randall was elected president of the National 
Shoe Travelers Association at the 45th annual convention 


foundation in 


was re-elected president 


of that organization, held the Thursday and Friday pre 
ceding the National Shoe Fair at the Morrison Hotel. Mr 
Randall 
terms, is 

led Hinds, of Southeast first vice 
president, and Dick Graffes of West Coast Shoe Travelers 
Trench who was the 
president, is the new secretary. Paul D 
Soth Mr. Trench and Mr. Cook are members of the North 
west Shoe Travelers. 


who served as vice president for the past two 


a member of the Ohio Shoe Travelers 
Shoe Travelers, is 
vice-president. Ed 


second retiring 


Cook is treasure 


The new line-up in officers is a marked change in NSTA 
in the consti 


The office 


administration, brought about by a revision 
tution and by-laws adopted at this convention 
of second vice-president is a new one 

This convention also marked the retirement of Norman 
N. Souther, who served as secretary-treasurer since 194] 
Mr. Souther, who reported he was retiring on the advice of 
his physician, was voted a lifetime retainer fee by the 
organization. He was also made president-emeritus of the 


association. Under new by-laws the association will be 
governed by the executive board and board of directors 


one to be elected by each affiliated association 





Sees Potential Increase in 56 Shoe Sales 


NSRA Vice-President L. E. Langston Says in Shoe Fair Statement That 


Every Element in the Prospect Picture Favors Aggressive Industry Effort. 


In a statement given out in Chicago 
on October 24, opening day of the 
National Shoe Fair, L. E. Langston, 
executive vice-president of the Na- 
Shoe Retailers 
said in part: 


tional Association 


“For the shoe industry as for con- 
sumer goods generally, the significant 
facts in the outlook for 1956 are 
keyed to the efficiency of distribution. 
All of the underlying factors in the 
favorable. The major 
1956 is whether and to 


outlook are 
question for 
shoe industry can 


what extent the 


translate the potentials of demand 


into the actuality of sound volume 
and quality. 

“A great deal of attention has been 
given this year to the trend of shoe 
production and to constant specula- 
tion over the degree by which output 
may exceed consumption. The em 
phasis in such thinking has been neg- 
ative; it is almost a mechanical ac- 
ceptance of past ups and downs as 
the inevitable pattern for the future 
What should have and must be given 
more attention is the positive growth 
which can be realized for shoe pair- 
age and for shoe dollar volume in 
today’s markets. That 


only come by providing shoe distri- 


growth can 


bution, the crucial point of consumer 
sale, with the appeals and the stim 
ulants, with the invigorated merchan- 
dising of which the shoe industry is 
genuinely capable. 

“Statistics and figures for the past 
vear cannot tell the real story of shoe 
industry developments and they can- 
not describe its prospects. Whether 
output reaches 570 or 580 million 
pairs, whether retail sales show in 
creases averaging six per cent or 
seven per cent, are almost irrelevant. 
Like all averages and gross figures, 
these comparisons distort as much as 
they disclose. Business was good in 
1955 because the broad wave of re- 
covery in the economy and the high 
level of consumer income and confi 
dence sparked demand for all goods. 
Business was not as good as it might 
have been if the shoe industry had 


sought to harness favorable forces 
for selling the concept of footwear. 
“In 1956 it should be possible to 
sell and make more shoes than dur- 
ing the past year. The latter opinion 


is based on the assumption that, far 


24 


from having chalked up excesses in 
1955, the shoe industry merely kept 
pace with the minimum requirements 
Per capita 
not dis- 
close any startling changes for 1955. 
Whatever 
matches population increase but is 


of the consumer market. 
ratios of consumption will 


growth has _ occurred 
far from consistent with the possibili- 
lies spelled out by income increases 
Instead of apprehension about de- 
velopments during the past year, there 
should be acute dissatisfaction in the 
shoe industry over the failure to carve 


out greater position for shoes 


“Every element in the prospective 
effort by 


the shoe industry as a whole and by 


picture favors aggressive 
retailers working together with their 
suppliers. In the first place, retail 
sales have and will demonstrate that 
to buy. Pu 
chasing power will be strong in two 
both total 
income and the 


consumers are open 


major respects—that is 
level of consumer 
slowly growing proportion of income 
While 
talked 


years its real significance 


to be expended in soft goods. 
the latter 
about for 


change has been 


is only now becoming apparent.” 


Survey Reflects Bright Hopes for Future 


SEVENTY-NINE per cent of the na- 
tion’s shoe manufacturers believe that 
their production and sales for 1956 
will surpass those of 1955. 

This holds particular significance, 
for it means that despite an all-time 
record high production of 580 million 
pairs in 1955 (10.7 per cent above the 
previous record of 533 million pairs 
in 1952), production and sales are 
This 


output of 


be even higher. 
1956 
pairs—a 


expected to 
could indicate a 
around 600 million 
that wasn’t expected to be reached 
until 1960. 

These and many other 
cerning the 1956 outlook for the shoe 
industry were compiled from an in 
dustry-wide poll conducted by Boot 
AND SHor Recorper. The poll, be- 
lieved to be the most extensive and 


figure 


facts con- 


complete of its kind ever sponsored, 
covered 600 selected shoe manufac 
turers representing over 90 per cent 
of the industry’s output. 

Here are the significant findings: 

Seventy-eight per cent of all shoe 
and slipper manufacturers expect 
higher sales for their companies next 
year. Only five per cent expect a 
sales decline; and 17 per cent expect 
no appreciable change from 1955 con- 
ditions. 

The most optimistic group com- 
prises the men’s shoe manufacturers, 
84 per cent of whom expect higher 
production and sales; only eight per 
cent seeing sales as lower; and an- 
other eight per cent anticipating no 
particular change. 

Close behind are the women’s shoe 


manufacturers, 80 per cent of whom 


are looking forward to higher sales 
plateaus in 1956; only seven per cent 
13 per cent ex 
sales compared 


see a decline, and 
pect no change in 
with 1955. Chief reason for optimism 
among this group: again, new styling 
developments, plus a continued up- 
ward climb in per capita consumption 
in women’s footwear. 

Third 


dren’s 


group consists of the chil- 
shoes manufacturers, 75 per 


cent of whom expect higher sales 
next year; three per cent see a de- 
cline, and 22 per cent expect no par- 
ticular change in sales. The three- 
lourths anticipating higher sales base 
their optimism on two main factors: 
continued growth of the juvenile pop- 
influence of 


ulation, and the rising 


style in juvenile footwear which is 
increasing pairage sales and consump 
tion. 

Of the last group, the slipper manu 
facturers, 71 per cent are looking to 
higher sales, with six per cent seeing 
a mild decline, and 23 per cent an- 
ticipating no appreciable sales. Chief 
reason for expecting higher sales lies 
with the rapid rise in 
relatively new category of 


“slipper-cas- 
uals,” a 
slipper footwear for outdoor-wear use. 

How much of & sales increase is ex- 
pected for 1956? 

For all shoe and slipper makers 
combined, 59 per cent expect a sales 
rise somewhere within the 3-12 per 
cent range. The detailed breakdown 
is as follows: 28 per cent see a 3-7 
per cent rise; 31 per cent expect an 
8-12 per cent rise: 13 per cent look 
13-19 per cent rise: five per 


cent see sales up 20-25 per cent. 


for a 


Boot and Shoe Recorder 





70 Per Cent of Producers Raise Shoe Prices 


SEV ENTY per cent of the nation’s 


shoe and slipper manufacturers 
raised their prices in presenting their 
new Spring-Summer lines at the Na- 
tional Shoe Fair in Chicago last week. 
It’s expected that before the year is 


out, at least another 10 per cent will 





WHAT MAKERS HAVE DONE 
ABOUT SPRING PRICES 
PER CENT 


WHO HAVE 
RAISED 


CLASS 
OF 
SHOES 


PER CENT 
UNDECIDED 


WOMEN’S 
“MEN'S | 
“CHILDREN’S || 
SLIPPERS ! 


AVERAGE OF | 
ALL GROUPS | 
COMBINED || 


A% 
85% 


have announced price increases, to 
bring the total to over 80 per cent. 
These are believed to be the most 


extensive mass int reases in shoe 
prices in more than a decade. 

These findings are based upon a 
poll of 600 shoe manufacturers whose 
output represents over 90 per cent of 
the nation’s shoe and slipper produc- 
tion. The poll, conducted by Boor 
AND SHoe Recorver, is believed to 
be the most complete and comprehen- 
sive shoe price survey of this kind 
ever taken. Here are the findings: 

Men’s shoe manufacturers: 85 per 
cent have raised prices; 13 per cent 
have not; and two per cent are un 
decided. 

Women’s shoe manufacturers: 54 
per cent have already raised prices; 
36 per cent have not: and 10 per cent 


are undecided. 


Children’s shoe manufacturers: 73 
13 


per cent have raised their prices: 

per cent have not; and 14 per cent 

are presently undecided. 
Slipper manufacturers: 69 per cent 


have raised prices: 12 per cent have 


not; and 19 per cent are undecided 

All shoe and slipper manufacturers 
combined: The averages show that 70 
per cent of all groups combined have 
have not: 


raised prices; 19 per cent 


and 11 per cent are undecided 

All these price increases have come 
in over the past several weeks, right 
up to the time of the National Shoe 
Fair 
having fully completed their costs on 
their 


Some manufacturers, not yet 


new lines. have instituted tem 
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porary or tentalive price increases, or 
are selling ‘subject to 
terms to be announced.” Most manu 
defi- 
But 


there are some who have introduced 


shoes new 


facturers, however, have made 


nite decisions on their prices. 


token increases, but with plans to an 


‘ 


nounce another “small increase” over 


the weeks ahead. Many of the price 


rise announcements have been de 


layed because, as some have frankly 
admitted, “We're waiting to see what 
the competition is doing about 
prices.” 

How much have shoe prices risen? 
On a general average, about five pet 
here is an actual 


cent However, 


breakdown of wholesale price in 


creases: 


manufacturers: 27 


10-20 


cents a pair; 30 per cent are up 25 


Women’s shoe 


per cent have raised prices 
15 cents a pair; four per cent are up 
50-75 cents a pair; 18 per cent have 
not specified the amount of increase 
and 21 per cent are undecided as to 
the final amount. 

Ven’s shoe manufacturers: 30 per 
prices by 10-20 
25-45 


90-75 cents a 


cent have raised 


cents; 39 per cent by cents 
eight per cent are up 
pair; and three per cent are up 80 


to $1.00: 
not yet specified their increases; and 


fully decided 


cents three per cent have 


17 per cent aren’t yet 


they are in the order of their impor 
tance or frequency of mention by the 
manufacturers: 


1) Increased costs of materials 


ind supplies. 


2) Increased labor costs 


? 


3) Increased costs of machinery 


rentals and servicing 

4) Increased cost of general over: 
head 

Ihe first, increased costs of mate 


rials and supplies, was most fre 


quently mentioned; in fact, it was 


mentioned in virtually every instance 


Scores of manufacturers presented a 
tual price lists on supplies and mate 


rials to show actual dollars-and-cents 


amounts or percentages of increases 


by items; that is, prices today on 


these items as compared with a year 
ago. One manulacturer expressed it 
“They've been half-centing 
T hese 
s, fabrics, plastics, rubber soles 


he ( ls 


numerou 


suceintly 


us to death.” items consist of 


leather 


and heels, shanks boxes and 


cartons, and other hoe 


manufacturing articles 
hie reased labor 


The second factor 


costs, was close behind materials and 
frequency of mention 


cited (1) the 


supplies in 
Several 
new $| 
cents) to go 
1956 


aspects are 
wage (up from 75 
effect March 1, 


current or forthcoming 


minimum 
into 


recent 





INCREASES IN FACTORY FOOTWEAR PRICES 


CLASS OF SHOES UP 
10 20¢ 

WOMEN'S 27% 
MEN'S 30% 
CHILDREN’S 50% 
SLIPPERS 47% 


AVERAGE OF ALL 
GROUPS COMBINED 39% 


on the exact amount of 
Children’s 


have 


price rise 
shoe manufacturers: 50 
prices by 
25-45 


have not 


per cent raised their 
10-20 


cents; 


cents: 18 per cent by 
18 


another per cent 
yet specified their price boosts; while 


14 per decided on 
the final amount. 


cent haven't vet 


Slipper manufacturers: 47 per cent 
by 10-20 
25-45 


haven't 


have raised prices cents a 
cents a 


Sper ified 


aren't 


pair; 26 per cent by 
pair; 1] cent 
their raise; 
vet finally 

What 


cited for the price increases? Here 


per 
and 16 per cent 
decided on the amount. 


have been the chief reasons 


25 46% 


UP BUT 
AMOUNT 
UNSPECIFIED 


uP UP uP 
50 75¢ 80¢ $1.00 


30% 4% 39% 
ch 7 20% 
18% 32% 


26% 27% 


2BY, y 20% 


2 
yeneral wage increases; (5) antici 


pated boosts in shoe learner rates 


The nation’s shoe production work 


er wage bill is currently averaging 
nearly $12 
Spring this i 
$14 


million a week. By next 


expected to be up to 


tround millions weekl i ire 


sult of the combination of factors 


respon ible for h gher wage 


An inticipated ( f 


million ol 


will he 


rental coat 


veral 


dollars in inere sed cost paid 


out for higher 


ride hine r\ 


ind for machinery servicing charge 


result of the court’s decision in 


Shoe Machiner 


1 a 
the United ( orpora 


tion case 





Another series of “creeping costs” 

has affected overhead: 

ance, taxes, rent, etc 
Most manufacturers, in citing these 


osts, expressed inability to absorb 


these imperil al 


Most also 


devaluate their 


costs and further 
ready slim profit margins 
id they 


shoes by cutting on quality 


would not 
such as 
through the use of inferior material 

Incidentally, it’s interesting to note 
that where it is difficult or impossible 
to “cut costs out of the shoe,” such 
is in men’s shoes 


of these 


the large majority 
manufacturers have boosted 
prices. Thi though in 


applies also 
omewhat lesser degree to children’s 


and to slippers. In women’s 


shoes 
shor cost-cutting possibilities in 
some instances is a bit easier, such 
as subtle cost-savings in treatments 


What will be the effect on 


shoe prices? It appears that few re 


retail 
tailers will try to absorb the price 
increases——except, possibly, where the 
10 cents 


instances, retail prices will 


increase amounts to about 
In most 
rise from between 40 cents and $1 
These will be Spring 


price tags 


effective on 


Retailers, like most shoe manufac 
have also felt 
markups and 


turers pressure on 


Shor 


prices have not risen in the past sev 


profit margins 


eral years, while prices on many 


other commodities have. There is a 
general feeling of “justification” con 
cerning present price boosts stem 
ming from a combination of creeping 
both at retail and manufactur 
ing levels, for the past couple of 
The full impact of the higher 


costs is expected to be felt early next 


costs 
years 
Spring 


Will the 


sales and 


higher price tags affect 


retail consumer buying? 
I'he consensus is that there will be 
little noticeable effect 

Julius G 


Commerce 


head of the 
Leather 
Division, 


Schnitzer, 
Department’s 
Allied Preducts 


of the nation’s keenest ob 


Shoe and 
ind one 
shoe 


servers of consumer buying 


habits and trends, told the Boor ano 


Snor Recorper 

“IT do not believe that a moc.: ute 
price increase will have an adverse 
effect on consumer shoe purchases 
My observations lead me to believe 
that the average consumer does not 
recall whether $12.25 or $12.75 were 
paid for the last pair of shoes pur 
chased: also, that the changes made 
regardless of how 


in shoe styles 


slight, are sufficient to prevent a di 


rect comparison by the consumer of 


those shoes currently purchased with 
those previously obtained.” 


26 


salaries, insur- 


Good Business, High Interest at Montreal 


MONTREAL 
with the 1955 Shoe and 
Leather Fair, held at the Sheraton 
Mt. Royal Hotel in Montreal, Ov 
9-12, 1955, acknowledged that 


it was the 


Everyone concerned 


Canadian 


tober 
most successful event of 
its kind to date. The timing was pet 
fect. Sunny bright skies and tem 
peratures in the 70's were the ideal 
background for the display of the 
1956 leathers 


lied products, and most of the exhibi 


Spring shoes and al 
tors had sheaves of orders to affirm 
and confirm the success of their new 
designs 
There were 200 exhibitors and at the 
close of the 
mated that 2.000 people attended 


colors, materials, lines and 


Shoe Fair it was esti 


Serious Industry Discussions 


This was a serious convention. It 
got down to the discussion of indu 
try trends, events and mutual prob 
lems, with a program that provided 


plenty of opportunity for tanners 


manufacturers, retailers and shoe in 
dustry supply people to get together. 
exchange ideas and thresh out the im 
portant phases of merchandising 
store and factory operations 

Sample rooms were open from Sun 
day, October 9, through Wednesday 
and traffic was very satisfactory 
Many of the manufacturers held fash 
ion shows, complete with runways 
live models to display the new shoes 
and style 


consultants to highlight the new col 


commentaries by fashion 


ors, lines and designs. In general 
however, it was the key personnel in 
attendance from many _ important 
firms who demonstrated the growing 
interest in the Fair 

The annual meetings of the various 
associations for the discussion of spe 
cific industry problems, reports and 
the election of officers, were an im 
portant part of the convention pro 
gram. The Shoe Industry Suppliers’ 
Association of Canada’s meeting took 
place on October 10. The Shoe Manu 
facturers Association of Canada, the 
Canadian Shoe Retailers Association 
and the Tanners’ Association of Can 
ada held their annual meeting on 
October 11; and the Shoe and Leath 
of Canada, 
Shoe and Leather Fair, next day. 

The new slate of top officers elected 
for the coming year by these several 
groups includes: Ken R 
the Kenrod Manufacturing Company 
as president of the Shoe Industry 
Suppliers’ Association of Canada; 
Harry D. Greb of the Greb Shoe Com 


pany, president of the Shoe Manufac 


er Council sponsors of 


Lavers of 


turers’ Association of Canada; Lucien 
Blouin of Edgar Clement Ltd., 
dent of the Tanners’ Association of 
Canada; L. H. Wynkie of The Shox 
Box, president of the Canadian Shoe 
Association and John L 
Braive of Dewey & Almy Chemical 


presi 


Retailers’ 


Co. of Canada, president of Shoe and 
Leather Council of Canada. 

For the third and successive time 
the Breakfast Panel, held at 8:00 
A.M on Tuesday, October 11, proved 
to be one of the most interesting and 
important features of the Shoe Fai: 
both 
retailers dis 


rhis year, the panel of experts 
manufacturers and 
cussed Promotion, Merchandising and 
the Mechanics of Order Writing and 
gave of their personal experience to 
Eugene M 
Council, Ottawa 
Daniel R 


lraining 


prove their contentions 


Henry, Industrial 
was the moderator and 
Blount, 
for the International 
of St 


He gave the large, assembled audi 


Director of Sales 
Shoe Company 


Louis, was the guest speaker 


ence food for thought and many force 
ful and helpful pointers on how to 
improve sales efficiency 


Time-Tried Retail Practices 
Mr. Blount cited industry history 
in-the-making when he 
John Wanamaker’s principle of sell 


recounted 


ing at an established price and mak 
ing it easy for the customer to buy 
back in the 1890’s. He went on to 
tell of Montgomery Ward’s initiation 
of the money-back guarantee princi 
ple F. W. Woolworth’s revolutionary 
scheme of displaying merchandise so 
that the 


from 


customer could pick and 


choose displays and counters 
(the actual germination of the idea 
of self-selection and self-service of 


the present day), the evolution of 
brand 


window and mass displays and the 


names, the development of 
principle of odd-number pricing 

The concluding feature of the 
Breakfast Panel was the award of the 
“Certificate of Merit” to 
Poulin, this year’s honor student in 


Lucienne 


the Training Course in Shoe Fitting 
and Salesmanship, given by the Foot 
wear Institute of Canada, the educa 
tional division of the Shoe Informa 
tion Bureau of Canada. 

A dinner-dance on the evening of 
October 12, in the Champlain Room 
of the Sheraton-Mt. Royal Hotel 
wound up the 1955 Canadian Shoe 
and Leather Fair on a happy and 
congenial note. The general convic 
tion was that this had been the most 
successful Canada show on record 
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To 
sell the 
profitable 
young 
men’s market 
you need the 


FAST STYLING 
TOP VALUE and 
RIGHT PRICE of... 


Style No. G4534 
—smart and 
unusual in black 
leather with red 
lining (one of the 
Italian-influenced styles 
in the new 
Corsican series) 


LO 


SHOES (@f OR MEN 


$B95 1. S149 


most styles 
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“The key men and women 
of our organization 


regularly and thoroughly read Business Publications 
... especially articles covering business trends in mer- 
chandise and developments in the retail variety field.” 


illiams, President To carry Mr. Williams’ thought a step further, men and 
resge Company women who have to keep their thinking a step ahead of 
their work have one common characteristic. They read 
thoroughly the publications that give them the most help. 


Just as the Kresge executives follow their business pub- 
lications for trends and developments in the lines of their 
special interests, so leaders in every field of business and 
professional activity study each issue of the business peri- 
odicals in their own fields. 


Such regular and thorough reading is a tribute to the 
ability of editors and special writers to think in terms of 
tomorrow. Regular and thorough readership means, too, 
that the advertising pages of the Business Press form a 
direct sales channel for products and services that are sold 
to business and professional men, 


NATIONAL BUSINESS PUBLICATIONS, INC. 1001 rittecath street, W.w., Weshington 5, D.C. + STerling 3-7535 


The national association of publishers of 165 technical, ized know-how and advertising to the men who make 
professional, scientific, industrial, merchandising and decisions in the businesses, industries, sciences and pro- 
marketing magazines, having a combined circulation of fessions... pin-pointing your audience in the market of 
3,849,056...audited by either the Audit Bureau of your choice. Write for list of NBP publications and 
Circulations or Business Publications Audit of Circula- the latest “Here's How” booklet, “How We Use the 
tion, Inc.... serving and promoting the Business Press Business Press and Why” by William C. Sproull, Direc- 


of America hringing thousands of pages of special- tor of Advertising of the Burroughs Corp., Detroit. 





SUMMER 
BEGINS 


WITH A 


BANG! 


ON THE 


4TH OF JULY! 


That’s the time to start selling...not sale-ing! can translate high temperature readings into 
If you give your customer what she wants when high sales figures—show McCall's Sun-Season 
she wants it, the regular price is a bargain. merchandise in your store and use McCall's 
So here’s a switch for next July—we’re going promotion aids to tell your customers it’s there. 
to add a season, instead of squeezing two 
seasons into one. McCall's July issue sells Send coupon NOW! 
summer merchandise when the heat’s on. You 
Mr. William M. Fine 
McCall’s, 230 Park Avenue, New York 17, N. ¥ 


Please send me more information about McCall's "'Sun-Season 


shoe selling program. 


MeCalls |. 


sells summer footwear all summer! CITY 
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For sure profits . oa 


satisfied customers... 


and repeat sales... push 


RO 


SHOE CREAM, 


The finest shoe cream you can sell! Since 1835, 
Propert’s has supplied the trade with the best 
shoe creams available . . . in the widest range of 
colours. By keeping in touch with the ever- 


changing trends in footwear, Propert’s labora- 





tories are able to produce the correct cleaners 








for every new fashion and style. With Propert’s 
> J 





you sell to a// customers! 


SOLE DISTRIBUTORS 


o SBE: 

BY APPOINTMENT FOR ne ¥ 
TO HER MAJESTY QUEEN ELIZABETH I 
SUPPLIERS OF LEATHER DRESSINGS 


PROPERT LTD. LONDON, ENGLAND 
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For more than 120 years, Propert’s "4 
leather dressings have been recognized § 
as London’s finest. Today, these same } 
quality products are being made avail- 
able to a limited number of dealers in 
America. It will be to your profitable 
advantage to investigate the superior } 
performance of these outstanding 


dressings. ; 


Cte 25 


LEATHER & SADDLE SOAP 


famous since 1835 


Propert’s Leather and Saddle Soap has no equal for 
keeping leather clean, soft and supple. Protects, 
preserves and rejuvenates . . . makes old, dry leather 
look like new again. Ideal for luggage, pocketbooks, 
camera cases, golf bags, etc. . . . anything made of 
polished leather. Be sure to suggest a can with every 
leather goods sale you make! 

Stock up on Propert’s shoe cream and leather and 
saddie soap today. Display them in a prominent place 

.. and watch them move! 


EAST COAST: SALOMON & PHILLIPS 460 Fourth Avenue, New York 16, N.Y. 
WEST COAST: THE BETON COMPANY 579 Howard Street, San Francisco 5, Calif. 
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Some women would rather go without that new 

pair of shoes—if they can’t find exactly what 

they have in mind. And many of them make up their 
mind with the help of Woman’s Day, the 

magazine they buy month after month at the A&P store. 
These neighborhood shoppers are your customers 

reach them by featuring the shoes in WOMAN’S Day. 








on the shoes 
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she saw mn WOMAN S day 


THE A&P MAGAZINE 
the NATIONAL magazine ... with the NEIGHBORHOOD impaet 
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NOW ! 
TOP QUALITY 
AT LOWER COST 


5 ty ay O8Iy Sole Attaching Cements 


give you all these time and money saving advantages: 


Complete Line of sole attaching cements for a 
wide range of conditions. A Supergrip representative can help you select the 
one right Supergrip sole attaching cement . . . demonstrate its advantages on 

your shoes, in your factory. 


. 
Mileage e « « Gives you more mileage — saves you 
money. Actual shoe manufacturing case histories show increases ranging up to 
28% more pairs per gallon with Supergrip. 


& 
Price... You pay no more for Supergrip. You get 
top quality results and more production when you buy Supergrip sole attaching 
cements. 


Call your United representative today and ask him to show you how Supergrip cements save you money. 


SUPERGRIP SOLE ATTACHING CEMENTS ARE PRODUCTS OF THE B. B. CHEMICAL COMPANY 
Boston, Massachusetts 
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MARCHING ONWARD SUMPYNG-U4CKS” 


“PLEXIBLE gy0eS FOR CHILDREN 
ores we 
. 


as ** 
(> A. gma Ks 
SY J *." . 


> 
rs 


I admit that I’ve forgotten most of the Ancient 
Greek language that I struggled with for five 


years in the old Boston Latin School. 


But I do remember, ever so distinctly, one 
phrase: “Enteuthen exelaunei,” which occurred 


in Xenophon’s Anabasis .. . 


The translation of which is: “and the next day 


he marched onward.” 


That famous old Greek General had reverses 
and defeats and disappointments just as we 
are having today, but “the next day he marched 


onward. 


This poor old cockeyed world of ours, harassed 
by cold wars and all the evils that go with 
social and economic upheavals, is inclined to 


be a bit disillusioned, to say the least. 


But what is happening today has happened all 
through history, and when the new chapters are 
written the sum total invariably points to prog- 


ress having been made. 


As with old Xenophon-—‘‘and the next day he 


marched onward.” 


E10 Tes 


Editor Emeritus VAISEY-BRISTOL SHOE COMPANY, Inc. 


Boot ano SHoe Reconper MONETT, MISSOURI 
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Newsreel ~ 


























by George H. Baker 





Tariff Cuts Again 


Advertising Allowances 


New Store Cost Up 


Danger Signs to Watch 





Current Washington hearings on proposals to cut tariffs are the second 
within the past year—a reflection of the Administration’s desire for broad 
tariff reductions and for a larger volume of imports from abroad. 

U.S. shoe manufacturers only last December spent weeks in preparing 
facts and figures showing how imported footwear is a serious threat to 
domestic production and sales. Now, only 10 months later, the same basic 
proposal—lower tariffs on footwear—is advanced by the Administration 
again, and the U.S, footwear industry again is engaged in explaining all 
over again why imported footwear, chiefly because of the low labor costs 
abroad, can crowd LU. S. footwear right off the retailer’s shelves. 

Briefly, what the State Department wants to do is cut existing rates of 
duty by five per cent a year for the next three years for a total of 15 per 
cent. The current hearings before the Tariff Commission are for the pur- 
pose of deciding whether or not such a reduction would injure, or threaten 


injury, to the domestic industry. 


Federal Trade Commission is cracking down on manufacturers who do not 
“affirmatively” offer to pay advertising and promotional allowances to all 
customers on an equal basis. Biggest case in this category was filed recent- 
ly against a dress manufacturing firm. Indications are that the Com- 
mission’s investigators are looking over other industries too. Highly 
competitive trades are believed by the Commission staff to be susceptible 


to the practice of discriminatory promotional allowances. 


The cost of new stores is going up. New surveys show that prices of 
building materials are continuing to rise. Demand, however, remains 
strong, and there are shortages of some types of building materials. 

Construction costs in July were 126 per cent of the 1947-49 average, 
rising 1 per cent in July and three per cent in the last five months. 

Wholesale prices of building materials were 125.7 per cent higher than 
the 1947-49 average, rising five points in the last 12 months. Structural 
steel prices alone rocketed from 146.2 on the index to 157.5 in July. 

Similar rises in cement, lumber, building wire and other construction 
materials have marked the building cost spiral in recent months. 

But despite the creeping inflation in construction, demand for industrial 
and commercial buildings and homes is remaining strong, the government 
says. August home construction starts amounted to 123,000 units, a seven 
per cent rise over July, when starts unexpectedly dipped 11 per cent undet 
June. August activity brought to 927,900 the number of new houses 
started so far this year, about 128,000 more than the same period last 


year. 


Business will be extra good in most areas of the country for at least the 
next three months, experts agree. Consumers are expected to go on a real 
Christmas-buying spree and Fall spending will be at near-record levels. 


Warnings from economists of possible inflation and over-extension of 


credit are fairly long range. Chances are that any weaknesses now develop- 


ing in the economy, which are not checked by current government actions, 
won't show up until after the first of the year. 


[TURN TO PAGE 66, PLEASE] 





. 
sSsnion 
the time: Nov. 28th at 8:00 AM (over at 9:30) C ™ : 


the place: Grand Ballroom, Hotel New Yorker 


the price: $2.99 | () 


Enjoy breakfast with the “Who’s Who” in the 


» 
shoe industry. An unusual opportunity for ~ 
a last-minute check of every new, important I e dd < d S 
is 


shoe trend for Spring and Summer, 1956, based 


on exhaustive research by PPSSA and presented 
by fashion experts. Seating capacity limited. 
Write immediately for tickets 

enclosing check for $2.99 each to 

PPSSA, 210 Lincoln St., Boston 11, Mass. 


PROGRAM 


speaker: Bettina Ballard, former fashion 
editor of Vogue, who analyzed European shoe 
trends especially for the PPSSA. 


panel of trade experts: PPSSA Style 
Committee Chairmen answer questions 


forum conducted by Doris Weston, 
PPSSA Fashion Director 
Helen Joseph, PPSSA Shoe Coordinator 


PPSSA 
POPULAR PRICE SHOE SHOW OF AMERICA re 


Hotels McAlpin and New Yorker, Nov. 27- Dee. | 


Co-sponsored by: NATIONAL ASSOCIATION OF SHOE CHAIN STORES — NEW ENCLAND SHOE AND LEATHER ASSOCIATION 
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. € s , 
Tweedie Footwear { orpora lion Jeff rson City 


CLYEVE 


as featured in the NOVEMBER issue of 
GOMPANION BetlerHlomes 


PEGIE FOOTWEAR CORPORATION + JEFFERSON CEPY, MISEO 


Boot and Shoe Recorder 





BOOT and SHOE 


Pair BAYES of Solby Bayes, 
Loston, Mass.. 


“I believe that business will con- 


says: 


tinue to come in in moderate vol- 
ume and that 1955 figures will be 


at least as good as they were in 


1954. The same it seems to me will 
be true during the early part of 
next year. at least through the 
Easter period, 
“The fly in the 


course, is prices. A moderate in- 


ointment, of 
crease, | am afraid, is inevitable 
because of the increase in raw mate 
rial costs and the higher minimum 
wage to go into effect. | feel that 
the public does not like even the 
current level—they merely 
tolerate it. A 


probably will not cut volume pair 


pric e 


new, higher level 


sales to any harmful extent but it 
definitely will make selling a harder 
job than it has ever been before. 
Setter salesmanship will be needed, 
better and more advertising, better 
better 


windows and service all 


along the line.” 
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Recorder 


Roser CORLITZ, manager and 
buyer for the shoe departments of 
Ransahoff’s, San Francisco, says: 

“A good example of how a pres 
tige window can attract customers 
is the one we used recently. It 
displayed only one Delman pump, 
but it actually created a sensation 
with all who saw it. 

“Against a background of black 
velvet, we suspended (on invisible 
which 


silver violin on 


black 


wires) a 


rested a satin pump. The 


shoe had a design of rhinestones 


over the vamp and a hand set 
rhinestone heel. The only lighting 

a single baby spot-——was directed 
on the heel, increasing the glitter 
of the floor of 


the window was covered with scat 


stark black 


rhinestones. The 


tered sheets of music, 
notes on white pape1 
“The window created interest in 
the shoe itself, encouraged traflic 
into our shoe department and re 


sulted in sales not only of the shoe 


on display but others in stock, 
“We plan to have other ‘prestige’ 
fashions 


windows as SCUSONS ol 


indicate.” 


* * . 


Joun HERNICK of  Hernick’s 


Health Shoes in Chester, Pa., says: 


‘Never before has 


service been so important to selling 


a good fitting 
shoes This applies to every type 
of shoes. Men and women are look 
ing for more foot comfort for them 
selves and their children. It is true 


that advertised brand names are 


wonderful eye catchers for yout 


business. They will get people into 
the store but it’s the good prac 
ticed, fitting shoe service that sells 
the shoes and keeps the customer 
coming back, 

“One thing that no fitting service 
can do is to hide behind a brand 
name. People may think they want 
a certain pair of shoes until they 


With a 


qualified service you can make them 


try them on in your store. 
with in 


know they were right or 


9 





eptness make the customer less sure. 
When people think of good shoes, 
they think of how 
and fit. Everybody is interested in 


good they feel 
the way shoes look on their feet 
but the real sales maker is the good, 
comfortable fit. 
with fit the 


However, along 


also wants 


customer 


eer 


PROFITS 








4 











me 


4 


71 




















Ep BRONSON of Pizitz, in Birm- 
ingham, Ala., says: 

“Barring unforseen labor condi- 
tions in this city, my prediction is 
that business in this town should 
be better than last Easter. However, 
competition is becoming keener all 
the time. One must be on his toes 
today as to timing, promoting, ete. 


“a look for 


lustre leather, particularly in pink, 


increased volume of 


beige, light blue for Spring 1956. 
Also, 


whites should be in the larger vol- 


patent leather, as well as 
ume picture, I noticed recently the 
increasing calls and sales on instep 
and ankle straps and these types 


Many 


women are tired of halter and slings 


should show an _ increase. 
that don’t stay on and go flopping 
around, 

“As for children’s business, while 
we do a good volume on basic 
styles, we expect pastel leathers to 
be more important for Easter; and, 
of course, patents will predomi- 


nate,” 


* * * 


F RANK J. HEEP, merchandise 
manager for women’s shoes at 


Marshall Field 


Chicago, says: 


and Company, 

“Shoe business will be good from 
now through Easter of 1956 if you 
go after it. Customers will buy if 
you have new and unusual things 
to offer. If you have what customers 
want, you will have no difficulty 
with prices and I doubt if a small 
increase in prices will effect your 


sales volume. 


40 


“It is apparent that for the Spring 
of 1956, you will have to promote 
new and unusual designs in order 
to increase your business. Women 
refuse to buy footwear merely to 
With the Orient 


having a tremendous influence in 


cover their feet. 


the apparel market, | predict you 
will see a demand for leathers in 
mosaic prints, Japanese fabrics and 
many other far eastern influences in 
shoes for Spring. A lot of emphasis 
will be put on heel treatments, and 
shoes will be of the 


most closed 


softie construction. 


“For resort, we think the yellows, 
violet, orange and light greens will 
predominate and that white with 
black will be in the high fashion 
picture. Patent leathers will be in 
tremendous demand for Spring and 
will be best in the open types. The 
bare shoe will continue through the 
Spring of 1956.” 


Nessit TILLEY of the George 
Muse = Clothing Atlanta, 


Georgia, says: 


Co.. 


“While an increase in retail prices 
may slow unit sales slightly, the 
increase should offset loss in unit 
sales. Price is not as important as 
and wanted 


style. Bring on new 


styles, plus quality, and there is no 
question in my mind that shoe sales 
will reach a new high. Competition 
in this particular locality is no 
doubt similar to that of other large 
cities. However, by maintaining 
price levels and working closely 
with other retailers this has proven 
no large problem. 

“For some time increased inter- 
est has been shown in the more 
casual type of Spring and Summer 
for both 


business and casual wear in colors 


shoes that can be used 


suitable to wear with all different 
shades in clothing. Yet we must 


have the staples, too.” 


"You're new at this business, aren't you?" 
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Style Merchandising 


PART II 
Advertising And Promotion 


JANUARY FEBRUARY MARCH 


APRIL JUNE 





ESSENTIAL 
Spring & Easter 
Styles 


ESSENTIAL 
Clearance Sales 


POSSIBLE 
Valentine's Day 


Children’s Shoes 
on Patriotic 


Holidays 


POSSIBLE 
Cruise Wear 


ESSENTIAL 
Spring & Easter 
Styles 


ESSENTIAL 
SUMMER STYLES 
Mother's Day 


ESSENTIAL 
Summer Styles 
Father’s Day 


POSSIBLE 
Graduation 
Confirmation 


POSSIBLE 
Weddings 





AUGUST SEPTEMBER 


OCTOBER NOVEMBER DECEMBER 





ESSENTIAL 
Fall Styles 
Back To School 


Clearance Sales | Clearance Sales 


POSSIBLE 

Early Back To 
School 

Early Fall Styles 














ESSENTIAL 
Fall Styles 


ESSENTIAL 
Winter Styles 


ESSENTIAL 
Winter Styles 
Christmas 














Tue shoe retailer who changes his open-to-buy policy 
so that he can place greater emphasis on style shoes, 
will no doubt also make a shift in his merchandising 
methods. With style shoes important to every type of 
shoe store, every retailer can now look upon himself 
as a fashion leader. In fact, unless he becomes style 
conscious and follows the trend, even to a degree, he 
may not survive. This is as true for the typical small 
family shoe store in a city neighborhood or on Main 
Street as it is for the store on Fifth Avenue or Michi- 
gan Boulevard. Neither can ignore style. 

This does not mean that the average family retaile: 
must stock style shoes only. Nor does it mean that he is 
suddenly going to stock nothing but open sandals or 
detailed pumps. But it does mean that if he is alert 
he has more style shoes to offer his customer than he 
ever did. It means that this percentage may well in- 
crease within the next few seasons. 

Each retailer must learn to be a fashion leader in 
the type of shoes he specializes in. Even if he devotes 
himself almost exclusively to comfort or walking type 
shoes, he must tell and convince his customers that he 
has the latest in this field. He must assure them that 


they are receiving fashion along with their comfort 
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The Increasing Importance of Style in the 

Shoe Business Means that the Shoe Retailer 

Must Spend More of His Advertising Dollar 
Telling His Customers What's New. 


by BERNICE DECKER 


and fit. It may be color, it may be material, it may be 
merely a matter of trim, but to meet competition today, 


thinks she 


is being offered just another pair of shoes, she is quite 


he has to tell them about it. If a customer 
likely to go to the store that tells her, in one way ot 
another, that she is getting something new and different 

This is where a change in advertising and promotion 
methods must take place. This is important and must 
be part of over-all planning, just as is a buying pro 
gram. A retailer may not be able to spend any more 
on advertising, but he may need to change his methods 
He may need to spread his advertising allotment over 
a longer period. 

A good percentage of the advertising dollar should 


This 


advertisements 


now be spent to tell a fashion story does not 


necessarily call for the elaborate and 
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Huid Lines, Dainty — 


Listed As the Number One Favorite, Pumps for 1956 Show Great Vari- 
ety in Silhouettes, Materials and Treatments. On High Heels, Silhouettes 


Are Both Open and Closed. Flatteringly Low Side Lines Are Still the 


Popular Choice. So Are Open Toe Halter Slings and Asymmetric Sandal- 


ized Outlines. Many Kinds of Leathers and a Wide Range of Colors Are 


also Being Used, Singly and in Combinations, in the New Spring Styles. 


Pi MPS, and their importance, cannot be over-empha 
sized in talking about Spring 1956 styles. There is 
nothing new in the fact that women like this style—il 
they can possibly wear it—and go right on liking it 
vear after year. It is a pretty shoe on the foot, in the 
first place, and it is adaptable to many uses and ox 

casions in the second place. 
Now, on top of all this, designers and manufacturers, 
Patent leather halter sling, not to mention tanners, last and heel makers, have in 
stitched in multicolor | plastic. troduced so many new ideas that the pump family has 

From Foot Delight. 

come out in a thousand and one wonderful interpreta- 
tions for the coming Spring. Here, of course, lies a 
danger. You can’t stock them all, in sufficient depth of 


sizes, so just what are you going to buy? 


by ELEANOR M. RUTTY 


Black patent pump with white 
underlay in vamp trimming 
Jacqueline, by Wohl. 


Wedgwood blue calf pump with 
navy blue faille collar and blue 
ornament, Debtowner. 


Sandalized asymmetric pump in 
multicolors of pastel kidskin. 
4 Rhythm Step Shoe. 


Suede spectator with matching 


smooth underlay pointing up 
the vamp detailing. From Valley. 
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Detailing in New Pumps 


Let us suppose that you have some very style-minded 
customers. They will certainly be interested in the 
Givenchy vanishing throat line. They may equally per- 
haps be interested in the perfectly plain pump with 
folded topline. From this point on, there are many 
types. You will be bound to include one or two of the 
new, daintier spectator pumps. 

Just how far you go with very open pumps, what 


proportion of your buying will be in that type, what 


portion in completely closed patterns and what portion 


in styles with more conservative openings, depends on 
your type of store and your type of customer. All three 
are an important part of the style picture for the coming 
Spring and Summer. Your choice must depend on yout 
customers and what they can wear. If you have a well- 
rounded clientele, then, no doubt, you will carry all 
types. 


The fact that a woman can have a closed shoe that 


Closed pump in hopsacking type 
of fabric with carved wooden 
heel and ornament. Delmanette. 


is very soft and comfortable adds a third element to 


your program. She may buy closed shoes just because 
she always wears that type or she may buy a soft closed 


shoe instead of her forme! first choice of an open 


shoe, Or, let us hope, she may buy two or more pairs 
of pumps, varying the kinds, 


Finally, a very. telling point about the new pumps 


for 1956 is the fact of their very attractive outlines and 


detailings. Curves are still very much the thine. in 


spite of the high style straight toplines ind throat 


lines. And detailing has never been prettier, in’ out 


opinion 
One of the prettiest types of detailing is in the use 


of areas of contrasting leather surfaces: sometimes in 


large, sometimes in smaller areas which include pipings 


and bindings. Another treatment is the combination 


of contrasting or blending colors. Perforations have 


also assumed great importance this year 


Spectator in W edawood shrunk 
white underlay, deli 
Vatural Poise 


en grain, 
cate detailing. By 


Shoe Drawings by 


Black and white lizard, black 
patent in a closed toe, open 
quarter pump. By DeLiso Debs 
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ELLY NORDEN 


“mooth and suede leather in 
matching pale beige. Note ta 
pered line of vamp. Trim Tred 








Style A-Plenty 


Tue growing recognition of the importance of a 
variety of heels and heel heights is illustrated in the 


shoes shown here. They vary from very high style 


pumps to the most completely comfortable low heel 


instep straps. They include shaped, breasted heels; 
some built-up leather, some covered with one piece of 

Navy pump, the ornament leather and some with one piece of leather that resem- 

touched with white, medium bles the built-up heel; very broad low heels; pancake 
heel. From Miracle Trend. flats and shaped wedges in more than one height. 

A real sense of styling appears in the heels on the 
new shoes. Heels are suited to the shoes to an unusual 
degree. And it is shape and type—not necessarily 
height—that are studied, A dressy shoe can have a 
medium heel just as well as a high heel if it is slim 
and shaped. A softly tailored shoe can have a high 
heel if it is a built-up leather heel, suitable for such a 
shoe. A low, broad heel is, of necessity, the right one 
when utility demands it for extra comfort and balance. 

The stacked leather heel occupies an important posi- 

Softie on medium heel with tion in flat and medium heels and, we should note, high 

soft toe and leather, specta- heels. It has been gradually coming to occupy a more 

tor detailing. Grace Walker. and more important position on tailored shoes. The 
many interpretations of the classic spectator promise 
greatly increased use of these built-up leather heels. 

In a class by itself is the wedge heel. This has con- 
tinued year after year to be a best seller in several 
heights. There are the flat wedges for casual sport 
shoes. Then come the shoes on 12/8 up to 17/8. On 

Casual stepin on low wedge 

Instep strap with interesting heel in soft leathers and soft 

vamp detailing, comfortable construction, By Copy Cat. 

lou heel. From Dr. Scholl. 








Beige pump scooped u edge 
heel and ornament in con- 
trasting brown. Carousels. 
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On Flat-to-Medium Heels 


Every Type of Shoe Is Represented in Heels from 18/8 to 8/8, and Lower. 
Dressy, Day-time, Tailored or Casual Shoes, Women Can Have Them All in 
This Range of Heel Heights. Flats, Solid Comfort Types, Wedges, Slender 


Shaped Dress Heels and Graceful Stacked Leather Heels 


She Can Call Them 


and You Can Give Them to Her. And the Shoe Styles Are As Varied As the 
Heels, from Vanishing Pump Lines to Instep Straps and Soft Italian Flats. 


these medium height wedges many mature women find 
comfortable strap types with cushioned platform soles. 
They constitute a very important slice of the avera 
retailer’s business. In the same range, 12/8 to 17 


ve 
ge 
‘ 
‘ 


) 
, 


Vanishing topline on flat 
leather heel, detailed in many 
colors and leathers. Fortunet. 


Disappearing topline in two- 
tone pump, medium heel 
matching trim. Demosette. 





more style-minded women—who still need comfort 
find pretty pumps and even backless styles. Many of 
these last are in materials that make them wearable 
both in town and out. 

It is most important for you to include a variety of 
heel heights and types when you buy your shoes next 
Spring. It is equally important for you to tell your 
customers that you will have such shoes, on such a 
range of heights. We often meet women who still main- 
tain that they have shopped the town and cannot find 


smart-looking shoes on “comfortable” heels. 


Ginger punched pigskin with 
leather 
forated 


heel per 


cot ered 


tongue, Caprint, 


Two-tone pump, beige with 
black, Italian tongue match- 
Confettis. 


ing heel color. 


Graceful vamp detailing and 


curved instep strap, broad, 


comfort heel. 
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Wilbu r Coon. 


Another pump with vanish- 
and straight 
V elvet Step. 


ing topline 
throat line. 


45 





From a Tiny Store 


Le rnnn 


A FANTASTIC shoe store story has been unfolding 
in Phoenix, Arizona, over the past seven years. It’s the 
tale of two level-headed, promotion-minded brothers 
who by their admission were “born behind the counter” 
and who are carrying the slogan and business torch 
of their shoe store owning father, 

Convinced of their father’s slogan, “Treat the public 


right—-you can’t fool them, so don’t try,” the Kiamy 


The Kiamy store has 12,000 square feet of 
floor space with an additional 2800 square 
feet of space in the basement for storage. 


JOFFRE KIAMY 


brothers, Joffre and Phillip have joined forces and have 
emerged with one of the most beautiful shoe stores in 
the country. 

“Back in 1948 we were groping around with a small 
children’s shoe store,” Joffre remarks. “We only had 
360 pairs of shoes then. Today, just seven years later 
we ve got 70,000 pairs ready for the customer.” 


The Kiamy shoe store today has so many varied 





(o a Million a Year... 


Promotion-minded Brothers Build Volume with 52 Promotions a Year, Using 


Newspapers, Five Radio, and Four TV Stations, Direct Mail and the Telephone. 


The Kiamy brothers are not afraid of com- 
petition, as this unusual sign on the ceiling 
above their store entrance indicates. 


PHILLIP KIAMY 


pairs of shoes that the brothers have no fear of com- 
petition. In fact they installed an attractice sign over 
their inside main entrance which points up the fact 
that “if you can’t find what you wanted here, try one 
of the other fine downtown shoe salons in Phoenix.” 


Joffre indicates that he is so certain that his customers 


Left: The Crystal Room for women customers with 
its 20 by 36 foot mirror. It contains 44 seats and is 
luxurious and comfortable. Kiamyland is on balcony. 


Looking into the men’s department, which has 31 

chairs and caters particularly to men shopping during 

the noon hour. The cable car elevator to the children’s 
department carries two children at a time. 


the other fine 
am 


DOWN TOWN 


will find what they desire that this unusual sign was 


installed. “Besides,” he adds, “if we don’t have the 
type of shoe desired, at least the business will stay in 
the downtown area.” 

So rapid has been the expansion of the Kiamy 
brothers that they laugh heartily when they view their 
immaculate employes’ lunchroom, 

“The expansion of the store has been so swift,” 
Phillip comments, “that the new employes’ lunchroom 
is larger than the original store which was 12x50 feet 
or about 700 square feet.” 


[TURN TO PAGE 62A, PLEASE | 





Retailers Give Views 


M ajority of Those Queried in Recorper’s Panel Discussion Series 


Believe the Introduction of Seasonal Lines Is Timed About Right; 


34 Per Cent Think That Styles Come Out Too Soon. 


THEME: 


QUESTION 


Timing of New Styles, and Retail Buying Policies. 


Are shoe manufacturers introducing and selling their new season’s 


lines to the retailer (a) too soon, (b) at just the right time, (c) not 


soon enough? 


QUESTION 


When are you best prepared to make final buying decisions for the 


season ahead on (a) staples, (b) styles? 


(QUESTION 


For any given season, after regular buying, about what per cent of 


your spending budget is left for open-to-buy? 


America’s shoe retailers have some very definite 


and interesting ideas about buying policies. And from 
the answers of the several hundred selected merchants 
comprising the Boor anp SHoe Recorper’s Shoe Re- 
tailers Panel, it’s clearly indicative that some new shoe 
buying “trends” are in the making, while other more 
crystallized trends are intensifying. 

Three questions concerning shoe-buying policies were 
presented to the Panel. One significant revelation is 
that the vast majority of shoe retailers, while having 
fairly positive feelings on the buying issue, are never- 
theless as a group “resilient.” The general attitude can 
be summed up by one pertinent comment: “Shoe busi- 
ness today moves too fast, the changes often coming 
unexpectedly and abruptly, for any sound merchant 


Now- 


adays, like a fighter in the ring, you need fancy foot- 


to be tied to unyielding policies about buying. 


work to weave and bob in any required direction 
otherwise you stand to get clobbered.” 

Here is the first of the three questions asked: 

Do you feel that shoe manufacturers are introducing 
and selling their new season’s lines to the retailer too 
soon, at just the right time, or not soon enough? 

Two out of every three retailers think that manu- 
facturers are introducing their new season’s lines to 
the retailer at about just the right time. One out of 
three thinks the new lines are being shown too early. 
None thinks the new lines aren’t being introduced early 
enough. However, behind the cold statistics are many 
indicated in 


variables and modifications. These are 


the many excerpts from replies, which are published a 
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little further on in this report. 

Following is a composite of some of the important 
findings based on a consensus of the replies: 

Big city stores in most cases want to see new lines 
earlier than do stores in medium and small-sized com- 
Chief 


new fashions is usually slower in the smaller com- 


munities. reason cited: consumer reaction to 
munities, 


Specialty shoe stores usually like to see new lines 
sooner than family shoe stores. 

The issue of advance looking or advance buying of 
style lines takes two clear sides: (1) the earlier we see 
them the better because we can do more effective ad- 
vance planning and testing; (2) if we see them too 
soon we're not in a position, based on what’s coming 
in general fashions, to make sound buying decisions. 


Many 


like to see early and buy early (small orders) to do 


stores—particularly those selling fashion 


‘ 


their own “consumer testing” before the season opens. 


Many of the retailers who want to “see” early don’t 
necessarily buy early. 
manufacturers’ 


Among retailers thinking that new 


styles are introduced too early, a major reason given 
is that the new lines are introduced at a time when 
retailers’ current season inventories are loaded, and 
they want to see what’s going to happen to current 
season’s sales and stock before planning the new sea- 
son’s buy. 

Another complaint of the “too-early” group: Too 
much style turnover. Styles in stores don’t get a chance 


to reach their full sales potentials because of the con- 
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on Factory Timing... 


When Retailers Are Best Prepared To Make Buying Decisions 


100-130 days 





70-90 days 





40-60 days 








30 days 











Days tn 
Advance 


70-100 days 


30-40 days 




















stant inflow of new styles that take their place. question about factory timing of new styles. 
Those in favor of early introduction of manufac- Very early presentation of new styles makes for a 
turer’s styles stress that it helps to make a longer sell- longer season in high-style footwear. For example, 


ing season for the retailer: “The sooner they’re in the 





longer the season to sell ’em,” is the gist of these 

THE SHOE RETAILERS PANEL is a neu regular fea 
‘ é , : . ture that will appear monthly in the Boot ano Snore 
There’s an increasing trend among some retailers to Recorper The Panel will deal with topics of current 


comments. 


buy (whether staples or style lines) as a year-round interest and value to all shoe men. It will serve as a con 
sensus Of representative opinion concerning retailers prac 
! ; , : tical problems. As an informative forum it will help clarify 
couple of seasonal periods, but bringing in new and simes ‘al the toenes eed auaatiens commen to hae tailbete 


operation. Not so much heavy concentration within a 


stimulating ideas each month or six-week period. Several hundred carefully selected retailers comprise the 


There’s a definitely increasing appreciation by re- Panel membership They represent small, medium and 
. . . a y » operations: high style and staple twear 
tailers of manufacturers’ styling, cutting, production Rape ne Sn, ee SS OOS SEY ee 
: stores in big cities and small town women’s, children’s 


. ‘ : ‘ 
and delivery problems; retailers becoming more con- and men’s stores; shoe chains, department stores and inde 


scious of the need for their cooperation. pendents and stores from every part of the country In 
short, the Panel membership comprises an excellent cross 


And here are some selected excerpts taken from 
section of retail shoe business in America 


comments of the Panel shoe retailers on this first 
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How Retailers Feel About Manufacturers’ Timing In 
The Introduction And Selling Of Next Season's Styles 


Coming 
Too Soon 





Coming At 
Right Time 





Not Soon 


Enough 0% 








ETT 








Retailers (rive Views on Factory Timing 


early Fall shoes in July, Spring shoes in December 
and January. 

New styles and ideas can’t be shown soon enough, 
These are the best stimulation a retailer can have, and 
he needs them to maintain a flow of “forward thinking.” 

The lines are being shown too early. It makes it 
difficult to gauge our buying——both from an inventory 
and a style-trend angle. 

We'd prefer a slightly later introduction of styles. 
When new lines are introduced now by the salesmen, 
retailers are usually loaded with unsold merchandise 
and they can’t anticipate needed sizes for the season 
ahead. However, for our mail order business the ad- 
vance timing is fine, giving us a chance to decide what 
will go into our catalog. 

There’s too much emphasis on the two major seasons. 
Out here in California there is much overlapping of 
seasons, and we prefer to buy several times each season. 
However, we think many manufacturers cut their 
Spring too short to get Fall business. In fact, we're all 
closing our seasons too early. 

I think we buy our shoes too soon—and we put on 
our sales too soon. We make it a policy to have Spring 
shoes in early—late November or early December. Our 
Spring business runs from December through March. 
This gives us a fairly lengthy season, allows size-up on 
best sellers. Stores that don’t have Spring shoes come in 
until January or February penalize themselves with a 
short season and not having shoes they can size up on. 


Buy-Time For Staples and Styles 


Question 2: When are you best prepared to make 


your final buying decisions for the season ahead on 
(a) staples; (b) style lines? 

On buying of staples, 55 per cent of the retailers buy 
about 120 days in advance of season; 27 per cent buy 
70-90 days ahead; 12 per cent buy 40-60 days ahead; 
and six per cent buy 30 days ahead. 

On buying of style lines, 61 per cent buy 70 to 100 
days ahead of selling season; 22 per cent buy 50-60 
days ahead; 17 per cent buy 30-40 days ahead. 

Here again, however, a number of important varia- 
bles and modifications are cited. The majority of 
retailers are in agreement that buying dates aren’t as 
set or clear-cut as in years past. Moreover, involved 
are such things as “token advance buys” or “first 
buys” or “test buys,” etc. In short, distinctions between 
preliminary buys and bulk buys. Also important is the 
increasing number of retailers doing less seasonal buy- 
ing in any bulk form in preference to “year-round 
buying” that has little specific time or seasonal element. 
Many of these modifications or variables are indicated 
in the excerpts from the replies, as will be shown below. 

Following, however, are the basic findings based on 
a composite consensus of all replies: 

More retailers are asking: “Just when, nowadays, 
does a season begin and end?” 

A definite trend toward more “flexibility” in the 
timing of the buy—both in style and staple lines. Rigid 
buying policies, as in years past, are far less pro- 
nounced today. 

Timing of the buy is strongly influenced by fashion- 
trend information supplied by resources. Dependable 
information can create retailer confidence to place 
orders earlier. 

[TURN TO PAGE 70, PLEASE] 
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What's Wrong with Shoe Selling? 


...And How to Make It Ri 


CHAPTER VIII 
Department Lay-out 


lr you owned a shoe store, or operated a shoe depart- 


ment, that had enough floor area and shelving so that 
you could have a place for everything and everything 
could be kept in its place, that would be perfection and 
a bit of heaven. And though I firmly believe there will 
be a special place set aside in the hereafter for poor 
worn-out shoe dogs, even then I| think there will be a 
shortage of shoe shelving. But in a shoe operation, if 
sufficient shelving were available to do justice to each 
part of the operation, it would make the rent so pro 
hibitive there would be no profit. The great god of 
merchandising is turnover, so why not face the problem 
intelligently. 

No one likes to stumble over stacks of merchandise 
all day long in a busy season. But neither does it make 
sense to have to run up a flight of stairs or down a 
flight of stairs for most of the merchandise for the 
day’s selling. For example, rubber footwear when there 
is six inches of snow on the ground, or $1.99 or $2.99 
sandals when the temperature is 106 degrees in the 
shade, and no shade. Yet I know of numerous stores 
that operate in just that way. And why do they do it? 
I will give you a fast answer and then qualify the 
answer. 

The operator who tolerates a situation of running up 
and down stairs is a lazy individual. All he can think 
about is the time and energy that would be consumed 
in pulling out, packing and storing left-over Winter 
goods or Summer goods and still have it in salable 
condition for the next season. The person who does 
shift seasonal merchandise is also lazy, but lazy in an 
intelligent way. He weighs the time and energy needed 
to pull out and store goods against the time and energy 
that wiil be consumed by his salespeople if they have 
to run up and down stairs for fast selling items in a 
busy season. He knows the value of having fast selling 
goods in the space that will be the least time and energy 
consuming from every part of the floor. 

\ department store estimates what any certain space 
should ring up on the cash register. For example, if 
there is a booth on a fast traffic aisle, a buyer must 
assure management, in order to get the booth, that he 
has merchandise that will give a high dollar return on 
the area. A store owner, a department buyer or mana- 
ger should rate the return he expects from every bank 
of shelving in the department. So analyze your floor 
lay-out; determine what portion or what section is the 
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by M. GRACE CRONE 


most easily accessible from all points to conserve time 
and energy for your sales people. That space should 
not be assigned to stock on a year round basis unless 
that stock gives you the highest turnover rate on in- 
vestment twelve months out of the year. That space 
should be assigned to stock on a seasonal basis, The 
stock that can give you the most on the cash register 
for this week, this sale, or this month. Remember, shoe 
business at a minimum has four seasons a year, so the 
space you use for casuals in May and June could be 
the shelving you use for saddle oxfords in back-to- 
school season, or rubber footwear when the first snow 
falls, 

No, I won’t say that you can operate on the above 
plan without working overtime a few times during the 
year. But remember you have to think always in terms 
of the greatest return you can get on the dollar invested: 

First, for the public that shops with you. And may 
I say here that there are those in the shoe business who 
wish to make a fortune fast. They don’t want to work 
for it over a few long years or a lifetime, 

Second, you must think in terms of adding to your 
employes’ take home pay, for every dollar additional 
in their envelopes increases the buying power of your 
community. 

Third, you must think in terms of the greatest return 
you can produce on the dollar invested for your owner 
if you are an employe, for yourself if you are the 
owner. 

You—The Example 

The old axiom, “Don’t do as I do, but as I tell you 

Today, if you 


to do,” does not stand up any more, 


expect to get work and cooperation from those who 
work for you and with you, then you also must be a 
worker. So ask no more than you are willing to give. 
The system works both ways. You expect new people 
who come to you to give up some of their out of store 
time to learn things that will make them better sales 
people, so you must be willing to give up some of your 
time. For example, after any major change in floor 
lay-out or stock arrangement, be certain each person is 
aware of the changes made. This can be done by a 
group meeting or by taking the extra help who did not 
assist, on a walking tour of the department, pointing 


[TURN TO PAGE 628, PLEASE] 





s /yshions forefront 


LEATHER in shoes, leather in accessories, leather in 
luggage and leather in garments for men, women and 
children were presented to a consumer audience recently 
by Saks Fifth Avenue and the Leather Industries of Amer- 
ica at a luncheon fashion show. The new processes in 
tanning and dyeing leathers to make them as soft and 
colorful as luxurious fabrics, and as easily cleaned as a 
vilcloth, were dramatized in beautiful evening 
and shirts and skirts. The colors 
beautiful and the handling the same as with soft, rich 
fabrics. 


piece of 


jackets coats, were 


In shoes, cashmere colored leather shoes were shown 
with casual clothes. Black matte finishes made elegant 
pumps with silver filigree heels for cocktail wear. Em- 
phasis was laid on textured leathers. Saks’ “couture calf” 
looked as though it had been hand-rubbed for days. Built- 
up leather heels were shown on walking shoes. Combina- 
tions of two surfaces were featured. 


S YLVIE HAMILTON, head of the Sylvie Hamilton Plan, 
a complete service for shoe manufacturers, and recently 
returned from a six weeks’ trip to Europe, notes the inter- 
national quality of fashion in shoes today. Every country 
borrows from the other but each retains its own individual. 
ity. In opened-up, stripping shoes, the American influence 
is especially strong. Hand work shows the Continental 
influence, as do very soft closed shoes with very, very fine 
toplines and hand-finished sole edgings. “Textured leath 
ers are more textured,” Miss Hamilton notes, with some 
genuine embossed treatments and shrunken grains made 
to look embossed. 

Her trip included the leather fairs in Paris, Rome, Flo: 
ence, Rapallo, Nice and the London shoe fair. At Rapallo, 
the favorite resort of really smart Italians, the mule clog 
on a wooden sole and shaped wood hee] was the number 


one style. Everybody was wearing it and all-over white 


The Far East Influences Style in Unobtrusive Ways 


Left to right; Halter sling, with braid, by Palter 
DeLiso; a turban-like twist in this vamp of plain and 
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Notes on Important Developments in the Field 
of Footwear, Fashions, Colors, Materials 


kid, touched with gold studs fastening the upper to the 
sole, was the almost universal interpretation. London con- 
back to 

and is 


tinues to have the best dressed men in the world 
its acknowledged position after the reverses of war 
a high potential market for the quality shoes which are a 
specialty of the English shoe industry. 

* * * 


Acoos LEATHER COMPANIES, reporting on Spring 
sampling, note unusual interest in their colored doeskins 
by leading makers of quality footwear. They list the fol- 
lowing colors as the leaders: Turtledove, Scarlet, Moon- 
stone, Orange Melon, Sandbark, Crushed Lemon, Tur- 
quoise, Shell Pink, Spice, Sweetheart Blue, Bluebird, Flight 
Blue. Turtledove, featured very successfully at retail in 
the Spring of 1954, is expected to be even more important 
as a basic shade this coming Spring. Scarlet, currently 
featured in high price lines at the retail level, is constantly 
increasing in volume, according to Agoos officials. The 
staple blues, Flight and Admiral, are expected to be vol- 
ume in suede, due to the increased demand for dressy 
types, they believe. 
* *% 7 


Buitt-up leather heels are definitely hitting their stride, 
according to officials in that field. Lighter in weight and in 
appearance, they meet present style requirements as never 
before. Among the new developments is a breasted Louis 
heel. Built-up leather heels are in three groups, according 
to heights: flats; “medium.” 8/8 to 12/8: high, 18/8 to 
22/8. The very high heels are being used by one of the 
top high style manufacturers. 
* * 7 


“Two trends dominate the fashion picture for Spring- 
Summer 1956, the Casual Look and the Far 
Eastern Influence,” is the prediction of Doris A. Weston. 
PPSSA Consultant and Helen Joseph, PPSSA 

[TURN TO PAGE 71. PLEASE] 


American 


Fashion 


¢ 


printed leather by Beleganti; Kabuki sandal, the 


thong borrowed from the Japanese, by Mademoiselle. 


Boot and Shoe Recorder 





This folded top line 


brings you extra folding money! 


Sh 


apphire 


by 
valentine 


Now you can offer a feature usually found only in custom 
shoes—the folded top line——and ata price that will make 
Sapphire move the moment you show it. An extra fine 

fitter made to give you quick turnover and bring custome: 
and their friends back for more. Sapphire is in stock 

to handle mail orders promptly. 


Valentine shoes are priced to retail profitably and turn 
quickly at $10.95 to $14.95, most styles 


Valentines are pre-sold 
to millions of 
women in these lop 


fashion magazines 


You can count on Valentine Shoe Company > Division of General Shoe Corporation sy Nashville 3, Tennessee 
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BETTER than ever! 


. NEW STYLING MAKES Aur Dewees 


\ BIGGER FASHION HIT 
THAN EVER! 


Lucky’s new FOLD-A-WAY style makes Rain 
Dears easier than ever to slip on and tie. 
The smooth sleek lines give this modern 
design rainboot an air of smart 

distinction which fashion-wise 

women will appreciate, and 

buy and buy, 


BIGGER THAN EVER! 


November SEVENTEEN ________ November 
LIFE November MODERN SCREEN __November 
McCALLS November 
GOOD HOUSEKEEPING November +s __December 
VOGUE November | =e ____ December 
LADIES HOME JOURNAL November LADIES HOME JOURNAL __December 
CHARM___ November SR _December 
PHOTOPLAY November WOMAN'S HOME COMPANION December 
TRUE STORY ____._November GOOD HOUSEKEEPING December 
WOMAN'S DAY_ _____ November Melis December 
MADEMOISELLE ____November VOGUE. December 


MAIN OFFICE 


LUCKY SALES CO., INC. [215,110 steer 
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FASHION FIT 
for high and 
Cuban heels 


PROGRAM! 


30 BIG avs: 


WOMAN'S DAY December 
MADEMOISELLE i December 
SEVENTEEN December 
CHARM December 
TRUE STORY January 
PHOTOPLAY January 
WOMAN'S HOME COMPANION January 
GOOD HOUSEKEEPING ____ January 
MODERN SCREEN. sss Janusary 


4 


BRANCH OFFICES 
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SUPER-SAFE TREAD 


MAKES Ac Dine 
MORE DEPENDABLE 
THAN EVER! 


Deeper ! Sharper ! More Rugged ! 
No other type tread on any other type of rain- 


boot does the job of Ztewt Daaee 


This famous tread actually outwears the tread 
of heavy rubber boots! Rain Dears are 100% 
fully molded, with no seams to come apart. 
Millions of women know they can rely on 

- for safety, for long wear, 
for smartness. 





A BRAND NEW FACTORY 
in NEW YORK for BETTER 
than EVER SERVICE! 


Rain Dears have become the world’s largest selling 
plastic rainboots because of Lucky’s constant pol- 
icy of progressive improvement. As customer de- 
mand for Rain Dears has grown greater and greater 
with each succeeding year, we have been forced 
to enlarge and improve our production facilities, 
and this brand new factory has been opened to 
give you the kind of product and service you have 
come to expect of Lucky. 





fligthtiine 


flightliine 


for spring 


TRULY AMERICAN 
FOR MEN ON THE MOVE 


TAKE A LOOK at the forward look in men's 
footwear . . . in trim, low lines with a 
romotion dashing forward sweep. 


TAKE A STEP in luxurious leathers that love 
action with new forward-cut ankle freedom. 


SEE AND FEEL what this new idea in men's 
romoting 7 shoes can do for you. 


EXCLUSIVE! Slipper-flexible, long-wear- 
ing Shell Cordovan Horsehide Soles. 


Shown in Black, also in 


Teakwood. About $13.00 


This 
is one of 
a series 


of ads 

(oe) sl tellers, 

in major ‘Stee. ee 

newspapers \ 

next 

spring WOoOLVE be F fg: | 
Néownline ohoes for men 


MOST STYLES $8.95 to $13.95 


See them now at your WOLVERINE Dealer 

















with 


WHERE- 
TO-BUY 
LISTINGS 
FOR 
IMMEDIATE 


. (DEALER LISTING) 
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HIGH STYLE SHOES 
MOVING UP IN BALTIMORE 


From one of Baltimore’s most repre- 
sentative department stores comes the 
news that Baltimoreans’ buying pref- 
erences for the past month lay in the 
direction of brown shoes in suedes 
and leathers, also black calfskin. 
While the emphasis was on the tai- 
lored type footwear in the closed toe 
and back treatment, 
nite veering toward 
brown 


there was a defi- 


high 


suede. 


stvle too, 
mostly in High and 
medium 
marked attention. The price range for 
$8.95-$24.95. 


stated: “We 


promotions. 


heels. also, came in for 
these was from 

One assistant buyer 
had several successful 
One was a 15 per cent reduction on 
Mademoiselle Shoes. We did 
better this year than last year 
result of the sale. We also had a 
‘Down-Town Day’ 
tude Shoes,’ a casual pump wedge 
heel reduced from $7.95 to $6.65 


much 


as the 


promotion on ‘Apti 


Cruise Shoes Next Month 


“For November and December, we 
will be displaying cruise shoes. We'll 
have them in the interior of the de- 
partment, in windows and will pro- 
mote them in newspaper advertising. 
They'll be in the better shoes such as 
Mademoiselle, I. Miller and Avon- 
ette. They'll be in bright fabrics and 
colors. There will be some white kid 
and buckskin at $14.95-$24.95. There 
will be some high style in the newer 
silhouette and spectator type shoes.” 

From 
comments: 


another buyer came these 
“The main thing is pumps 
in the closed toe and backs. No. 1 is 
black suede from $10.95-$24.95. No. 
2 is black We're 


selling more were 


calfskin in pumps. 
calfskins than we 
a year ago at this period. No. 3, the 
color other than black, is brown calf- 
skin, also from $10.95 to $24.95.” 

Still “We've 
been selling the closed toe and back 
pump in black suede, black calf and 
brown calf at from $10.95 to $15.95 
Casuals sold fairly well at $8.95 
black suede No. 
little bit of walnut calf 

“For Thanksgiving we are pro- 
moting the brilliant shoe 
lites, particularly, and open 


another buyer said: 


with 


1, navy, No. 2 and a 


viny- 
shoes at 
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$16.95 to $24.95. These will con 


tinue to be promoted right through 
vacation and 
resort deal 
of faith in the Basque type of loung 
$3.99 to $6.95 in 


velvet and royal 


Christmas into winter 


wear. We have a great 
ing slipper from 
black 


blue velvet. The 


velvet, red 
ratio is 18 to 1 in 


favor of black 
o * * 


STYLE SHOES HELP 
DETROIT SALES 


Col OR and novelty appeal have en 
tered the Detroit shoe trade in the 
past month, after a long absence. Ma 


0. filene's 


DeLiso Debs 
does shadowy suede 


with a subtle glow 





one's thon selon, mcond Cowr 


Many Deliso Debs styles also ot filena's Chestnnt Hill 


The pumps are important again this 
Fall. Filene's, Boston, promotes the 
dressy types. 


ev 
OY etal Trade 


jor departments and specialty shops 


agree on the satisfactory reaction to 
renewed promotion, with more empha 
sis on exploitation of new styles and 
special sales than in some time. 

The result is a general overall 


crease in shoe volume, generally run 


ning five to around 15 per cent ahead 
of a year ago. The men’s shoe depart 
ments show a consistent increase, chil 
dren’s are running slightly ahead, and 
women’s barely even, or even behind 
In some instance 
The outlook for 
President 
idding that 


unusually 


Fall is very satis 
Steven J. Jay of 
inter 


factory, 
KF yfe’s 


industry 


noted, 

competition 18 
keen because of the sensational sell 
fields 


which has hurt 


ing in other such as automo 


biles, 


shoe volume 


apparel and 


Colors were important everywhere 
At B. Siegel and Co., 
together with garnet, 


darker avocado 
shades in calf 
sepia red and French walnut in leath 
ers were very good. A new Andrew 
Geller mosaic punch model, styled 
after 
here 


At Fyfe’s 


vamp type was a top seller 


an Italian model, was featured 


a backless springolator 


vinylite 


in fashion lines. Pumps were the 
sellers with the 


Lucite 


biggest sweater 
heels with 


and blac k 


suedes with jeweled undervamps and 


pump outstanding 
jewels were favorite 
jeweled heels were very good In less 


black 


brown calf were 


fashion-minded sales suedes, 


and black and tops 
Vinylite and satin models were im 
portant news at the big Hudson store 
Heel interest was important here, as 
elsewhere, with the new materials 


aluminum, steel, and yinylite and 


thin heel treatments absorbing atten 


tion. 
In typical neighborhood store sum 


maries, suedes, Peter Pan types and 


novelties were the leaders. Black 
were reported still leading, with 


grays and gunmetals coming up sig 


nificantly in dress shoes 


FALL COLORS IN MIAMI 
WILL BE DARK 


THE early Fall shoe picture as de 
veloped in the Greater Miami area is 
dark, black and brown predominating 
There has been considerable activity 
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shape. Appropriations have not been 
exceeded and, in general, retailers are 
Figures 


with 


in an open-to-buy position. 


continue to compare favorably 
those ol a year ago and when the final 
totals are in, they will, in most cases, 
exceed those of 1954. 

In women’s shoes, consumers con 
tinue to show 4 preference for pulps 
on high and mid-high heels. Colors 


textures and finishes of leather and 
tyle features that were first empha 
ized and promoted at the manufac 
turing level and then sold to the re 
tailers, are now the important talking 


points to the consumer across the 


fitting stool. Smartness, comfort and 
fit are the sales clinchers 


The children’s 


tinues to he 


shoe business con 


satisfactory. There has 


been good activity in school and 


dress-up types as well as the casuals. 


In general, merchants feel that 
Lusiness is good and they are hopeful 


that it will continue on that basis 


« 


FOLDED TOP LINE PUMP 
LEADS IN CHICAGO MARKET 


Rect LAR Fall retail business has 
ibout passed its peak in Chicago. Al 
though reports are spotty, the over-all 
business picture is sound and good. 
Several top fashion departments and 
well ahead of a 


Most of 


the moderate price and volume out- 


stores report they are 


year ago in sales volume 


lets are about equal, with several 


showing a reasonable gain 
To date, the 


dominated the 


pump has definitely 


style picture in all 
stores. Although all patterns and ver- 
sions are moving, the folded top line 
is especially active and has done well 
in every price grade and in all colors 
With the majority of 


pumps, retail 


and materials 
sales volume on basi 
ers are now looking for second sales 
in the opened up dressy types. 
Opened up footwear is looked upon 
as the natural for second pair sales. 
merchandise, 


Since it is impulse 


proper presentation has resulted in 


60 


[CONTINUED FROM PAGE 58] 


Although black 
number one in all 
ranges, black calf and 
Navy has sold this year than 
ever before. A number of stores were 
Navy, especially in the 
Matte calf has 
edged into the picture in the higher 


many multiple sales. 
suede continues 
price more 


more 


short on 


dressy types also 
price brackets 

The beige to brown range has been 
excellent, particularly in the luster 
calfs 


for Avocado. red, 


There has been a persistence 


and a sprinkling 


of grays Greatest news from the 
style heels 
They have been given a lot of promo- 


well 


standpoint has been in 


tional attention and have been 
accepted. Glass and 


dropped off in September, but alumi- 


lucite versions 
num types caught on immediately and 
Decorated 


increasing 


have been most active. 
heels are being sought in 
volume for afternoon, evening, and 
other dressy types, with a lot of in- 
jeweled effects. Clear 
lucite patterns have dropped off a bit, 
but this is 


and they are expected to come back 


terest in the 


believed only temporary 


for Spring. Lost sales in clear have 
heen replaced by tortoise shell and 


combinations 


HEELS MAKE NEWS 
IN BOSTON 


RETAIL business has picked up in 


Boston since the end of the heavy 


mid-October rain and shoe retailers 
in this city now hope that if they 
cannot better last year’s figures they 


The most 


| 


| 


can at least equal them. 





Style shoes add volume. Hahn, Balti- 
more, promotes them in blue, black 
and brown suede. 


frequent comment heard is that peo 
ple, particularly women, have the de- 
sire and the means to buy footwear 
but have been deterred from shop- 
ping many times because of freakish 
weather conditions. 

The news in Boston is heels. The 
aluminum heel is attracting the most 
attention with tortoise vinyls trimmed 
in suede or calf running a big second. 

Jordan Marsh Company reports a 
lot of interest in vinylite for evening 
Glass doesn’t appear to be as 


New 


wear. 


great here in England as in 





many other parts of the country, due, 


perhaps, to climatic conditions. The 
high heel is still at the top for dress 
the Illusion retaining a 
deal of interest. Wedge heels 


walking 


wear, with 
vreat 
for casuals and shoes are 
good sellers 

While halters rate a definite con 
acceptance, the closed pump 
remains the fastest 
Closed shoes of all 
and casual wear seem to be the choice 
this Fall. attributed to 


the influence of suburban living, ac- 


sumer 


shoe 


selling 
kinds for dress 


This can be 


cording to one shoe merchant. The 


closed shoe complements the tweeds 


so fashionable this season. 

The affects the 
choice of material, Joseph Antell re- 
black is by far 


those 


choice of color 


ports In suede shoes, 
the predominant color, while 
who favor brown look for calf. 

Saturday is still the big shopping 
for the last four Sat- 
urdays has slowed recent sales some- 
what. The Solby Bayes 
think that this bad weather 
the end, produce more business. They 
report that this has happened in the 
The slump caused by the Au- 


day, and rain 


executives 


will, in 


past 
gust heat wave produced greater than 
expected sales in September. A few 
clear Saturdays within the 
next few weeks should produce the 
same good results. 


coming 


Jordans that business is 


good as a result of their recent pro- 


reports 


motion on radio, television, billboards 


and in newspaper advertisements. 
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OFFICIAL 
ALL-PURPOSE 
OXFORD 


reasure 


hest 


SHOES FOR BOYS 


@ They're going to buy Official Boy Scout shoes somewhere 

you can count on that! And you can count on added profits if 
they buy them from you. For the market for Scout shoes is 
growing by leaps and bounds. At the present rate, there will 
be some 4,000,000 members of the Scout organization before 
onother year is out! There are Scouts—and Scout shoe cus 
tomers —in every nook and cranny of this land of ours. These 
Official shoes are a “must” for the Boy Scout or Cub Scout who 
wants his uniform to be complete and correct. They're made 
to rigid standards set by the national Scout organization itself 
And they're so serviceable and so good looking that many a 
non-Scout will buy them, too. Fortune and Treasure Chest 
dealers are doing a “whale of a business” with Official Boy Scout 
shoes. We'll be glad to tell you how you can become such a 


dealer. Write today for details 


SHOES FOR BOYS 


Fortune Shoe Company 


bd P | . - 
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Win one of these important awards 
by promoting Brand Names throughout 1955! 
Write for entry blank today. On this 
form you will simply outline what advertising, 
publicity and promotion you are doing 
to tie-in with Brand Names. Or you may 
simply project your plans for 1955—tell us what you plan to do. 
The entrants selected as finalists will be invited 
to prepare a formal presentation later. 
lt is easy to enter. It's fun. It's profitable. 
Winning a Brand Names Plaque or Brand Names Certificate 
is worth prestige and money to you. 
Enter the 1955 Brand Nome Retailer-of-the Year Competition today. 


BRAND NAMES FOUNDATION, Incorporated 
37 West 57th Street, New York 19, N.Y. 


Please send me an entry form for the 1955 Brand Name 
Retailer-of-the-Year Competition, and a copy of the free booklet 
“How Brand Names Help Build A More Profitable Business.” 
FREE! Send for the booklet 
‘How Brand Names Help Build 


A More Profitable Business. *’ 


Firm Name_ 
Type of Firm_ 
Executive 


Title 





Street 





City Zone State_ 








From a Tiny Store 


To a Million a Year 
[CONTINUED FROM PAGE 47] 


Today the imposing Kiamy Store, 
located on the corner of busy North 
Central and Monroe Streets, has 12,000 
square feet cf floor space plus an addi- 
tional 2800 feet of 
space for storage. 

Not content with half measures, the 
Kiamy brothers unleashed their second 
major remodelling job on their store 
within two years. The first revamping 
cost about $40,000 followed by the lat- 
est attempt which dug into the Kiamy 
pockets for $50,000. The brothers fee} 
that now they have dollar for dollar 
one of the finest shoe stores in the 
nation. 

Within the confines of about 600 
square feet, the Kiamy brothers have 
worked out a luxurious Crystal Room 

the place to buy shoes for the lady 
customers. Striking is the 20 by 36 
foot frame mirror considered the larg- 
est ever made by the installer. Five 
other large mirrors, 11x4, taste- 
fully arranged within the room. Glass 
shelves display handbags. To accom- 
modate the constant influx of custom- 
ers, 44 seats are used. Two coffee 
tables piled with the latest magazines 
enable the customers to rest and select 
shoes without hurry 

Overhead in the Crystal Room, which 
contains enough glass to outfit the 
average size home in glass walls, 
dangles a replica of Joffre’s poodle dog, 
chewing a shoe. The dog is framed in 
a circular red hoop. 

To the left of the Crystal Room is 
located the room for men customers, 
This is immediately indicated by the 
hunting mural painted by Clyde Wag- 
ner which covers one entire wall. Here 
31 chairs of leather and wrought iron 
‘an easily handle the men customers. 
A charcoal and driftwood theme pre 
dominates. In this room the man cus- 
tomer can use a desk for last minute 
business operations or can call his 
office. The room caters particularly to 
the business man buying on his noon 
hour. A solid gray rug is used. “It 
goes with any shoe that might be put 
on,” Joffre says, “and, of 
have practically any kind of 
able,”’ 


square basement 


are 


course, we 


hoe avail 


Kiamyland 
Kiamy 


store 


their 
realized that 


Pride of the brothers i 
land. The brothers 
have attempted to merry-go 
rounds and other devices to amuse child 


install 


customers. They wanted something dif- 
ferent. Even before the child enters 
Kiamyland he can get aboard a replica 
of an old-fashioned car, 
push a button and ride to the second 
floor. Two children can ride at 
time. When the children disembark 
they enter a gay, colorful land of make 
believe. The brothers like to refer to 
their trolley car as the “shortest cable 
car in existence.” It is only 21 feet 9 
inches long in the actual ride. 

The pop-eyed youngster forgets shoes 


trolley cable 


one 


1955 


November | 


for a little while as he ogles the vari- 
ous displays along the walls. There are 
cages, a clown riding a horse, the Lady 
and the Tramp with moving eyes, a 
moving cat’s tail; a chimpanzee with 
whom to shake hands, a 
a perch that moves; a polar bear; a 
lion whose mouth opens; a tiger lick 
ing his chops; a kangeroo next to a 
monkey which swings merrily along 
In addition the youngster can imagine 
he is in the world’s largest arena when 
he looks at a painting with a three 
dimensional effect. In this world of 
make-believe, the child watches, fas 
cinated, an elephant whose ears move, 
a seal which balances a box on his nose 

In the center of the circusland there 
is a merry-go-round which, through 
the use of mirrors, produces the illu 
sion of turning for the child. A calliope 
adds atmosphere to the surroundings, 
but always in a subdued tone. 

A Circus For The Kids 

Intent on selling , the Kiamy 
brothers thoroughly enjoy this 
for the kids, gladly watching the antics 
of the small fry. When the kids have 
had their fill of the they can 
enter a real tent adjacent to the circus 
area. There they can use real 
climb a ladder, punch a moving clown, 
have fun on a rocking horse and even 
play house at a table. Within this tent, 
each child is given a bag of popcorn 
and a small gift. 

The Kiamy brothers 
that the name, address, size ind birth 
day of every child is jotted down. 
Notices are sent to the children asking 
them to come in every 11 weeks for a 
check of their shoe size. On every 
birthday the kids receive a picture of 
Kiamyland, each time getting a differ 
ent angle. When they arrive at Kiamy 
land, again, they receive another gift. 

Every color possible is used in this 


parakeet on 


shoes 


room 


circus 


slides, 


make certain 


gay Kiamyland and mothers frequent 
ly leave their children to play there 
while they shop elsewhere. It is the 
only where the salesmen worl 
only on salary so that they take 
as much time as possible to properly fit 
the children’s feet. The ca 
ter in this kids’ room re 
A bout 
available 
for 


brother n 


room 
can 
hier’s coun 
embl an old 
popeorn machine. 27,000 chil 
dren’s shoe 
gether with 32 seats 

The Kiamy 
misfits be permitted in 
land. “Here we 
merchandise,” Joffre say 

Adjoining the children’s room the 
boot department which the brother 
claim is the largest in the southwest 
To give an idea of the size of this boot 
department, Joffre that he 
made a purchase of 4200 pairs of boot 


are here to 
the small fi 

t that no 
their Kiamy 


of our 


place the cream 


reveaied 


for men recently and about 112 dozen 
of boots for children Thi wa 
only one purchase during the year for 
this type of merchandise which has a 
peak sale about four 

Convinced that a 
a good employe, the Kiamy brothers in 


pair 


times a year 


atisfied employe i 


’ " 


lunchroom VOW 


and a 


stalled an employe 


it holds six table refrigerator 


for Coffee is 


management 


lunches. 
the 
call for 
ployes with sandwiches, 
On the staff of 
expected to have ea 
lion by the end of 
men for the 
eight salesmen 
four 


the « mployes’ 
furnished 
Future 


free by 
plan furnishing em 
Kiamy’s which is 
volume of $1 
1956 


mil 
are four sales 
Kiamyland Department; 
for the Crystal Room 
for the Men’s Depart 
ment; two women for the handbag and 
hosiery and woman and 
three salesmen for the basement where 
there 1000 feet of 


45 chairs fo. 


salesmen 


section one 


are exposed shoe 


space and customers, 
lo achieve this 


Kiamy brothers 


steady progres the 
that not only 
an appealing store is needed but along 
with it a program of solid 
Heading up the promotion schemes j 
Bill Coysh who works for the 
approval of the brothers a total of 52 
promotions a year. At this writing the 
store is drawing in customers with a 
foreign touch in their windows. With 
about 109 running feet of space on 
the outside window s, the promotion 
minded brothers this 
its utmost. Typical promotions are the 
motif in effect, showing 
and other Mexican backdrops 
Quick to take advantage of a curren! 
topic or world-shaking the 
brothers pound hard at thi bor 
instance, a nearby radio tower col 
lapsed during a severe wind 
smashed into the Kiamy 
brothers immediately 
Sale 


realize 
promotion 


out 


utilize space to 


Mexican now 
gourds 


event, 
idea, 


torm ard 
roof. The 
had a Tower 
the Big Four 
brothers 


During 
Geneva, the 


Falling 
carried 
on a Big Four sale, selling a lot of 
shoes at $4 a pair the 
brothers conduct a dollar Thi 
can happen at almost any time and the 
Kiamy store is 
The brother 

the 
three 


Talks in 
Twice a yeat 
sale 
jammed with customer 
promoted the LSMF sale 
stressing fact that ladies’ 
must fit way With this 
three-dimensional displays in the win 
dows Another 
tributed 
rhe 


three 


hoe 
went 
and a slash in costs 
June in January sale di 
orchid to all 
orchid 

days the 


tomer 
for 
overflowing 


lady cu 


were flown in and 


tore Wa 


For The Underprivileged 


only the K 
ales-minded but once a year at ¢ 
they their 
preceding ( hr} 
ll-fitted shoes to 

Sale 


brother 
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on tne 


" 
Not are am 


mastime 
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open tore 


inday tma and 
nate we inderprivil 


children donate their 


for thi 


about 


men 
worth y 
tKO 


enterprise La 
pairs of shoe 
away 

To ippleme nt 
the 
ing 
Ga 
casional full page Five 
1000 spot 


vyindow promotior 
12 inches of adv 
Republic i a 


aiong Witt 


brothers run ert 


daily in the 


copy 
ette newspaper 
radio station 


carry about announcements 
four television 


Direct 


along with tation 


Phoenix mail pushing vario 


brands also used On 
the brother 


stationed in 


one occa 
ised eight girl who 
the 
ts of po le cust 


od of 


and called 


mer for a 


tore 


tain perior time 





What’s Wrong with Shoe Selling? 
And How to Make It Right 
| CONTINUED FROM PAGE 51} 


out the rearrangement of merchandise and the new 
goods that has been received since the last time they 
worked. If you have a closed-off stock area away from 
public view, after a major realignment, put signs in 
the area; sport shoes, dress shoes, canvas footwear, 
sandals, or whatever the area contains. It will 
many steps for your salespeople on a busy day. 

Be willing to roll up your sleeves and prove that 
you are a “shoetician.” You know yourself how to 
cerry out every part of your operation: the book work 
that proceeds the buying of goods and the selection of 
merchandise, fitting, and selling shoes, handling stock 
efficiently. Above all never ask your sales people 
to do a job you yourself are unwilling to do because 
it’s dirty, time consuming or a bore. Unless it is a job 
that absolutely has to be done today and your sales 
people have time on their hands and you have too little 
or have to stay looking presentable because you have 
visiting firemen. 

Always be open to suggestions. (In fact, never make 
a major change without consulting the wishes of the 
sales people.) Don’t be one of those who insists that 
just because a certain thing has been done in a certain 
way for many years it can only be done that way. but, 
by the same token, let the people who work for you 
understand that if their suggestion is workable and 
adopted, you expect them to assume their fair share 
of the work involved in putting the suggestion into 
operation. Always take into consideration, if you wish 
to make a change in your system that will make your 
work easier, how it effects them. For example, if’ a 
contemplated change will save you one hour a week but 
will lose one hour a week for each of four sales people, 
the change is bad because to gain one man hour you 
have lost four man hours. So always be fair in all your 
thinking and all your actions, or at least try to be. We 
at management level | am afraid are a little prone to 
view everything we do as a production. Our job is 
important to the operation, but where would we be if 
we had no sales people to do that all-important part of 
our operation, Sell Goods. 

To stay in the shoe business and be successful you 
must face the facts. It is not an eight hour a day job 

you can’t fold your tent when the bell rings. It’s 

an around the clock job, twenty-hour hours out of 
every twenty-four. It is a never-ending process for you 
to learn more and more and teach and train today, 
and 


tomorrow, this week, next week, this year every 


year you stay in the business, 
Records 


Very 


that too many buyers get so bogged down in book work 


early in these articles | made the statement 


and records that they forget the importance of selling 


goods. I am not advocating that you put all your 


628 


save 


records in the circular file... . 1 just want to point out 
that if you become a slave to bookwork, you will have 


And if you do 


not spend time in the department you cannot develop 


too little time left to spend on the floor. 
good sales people. If you lack efficient sales people 
you will not sell goods in quantity, and if you don't 
sell in quantity you wan't need records. You can carry 
all the details of the operation around in your head. 

So let records serve you. With shoe business as it is 
today with its many fringe items that produce volume, 
and its year around operation on goods that once rep- 
resented seasonal buying, with the variety of styles, 
materials, colors and types of construction, you can no 
longer be a country store buyer. You may have a ter- 
rific memory, a terrific sense of timing, but don’t 
depend on instinct. It is impossible to carry all the 
necessary data from season to season in your head. 
Keep records and use them. But organize your work 
and don't be a procrastinator. And once more | have 
my hearing aid turned on, “It’s all right for her to talk 
with her neat little volume, but she has no idea of my 
problems.” Vll grant you that if you are doing five 
times the volume of another, you have five times as 
many problems, But if you are doing it with the help 
of an assistant you have only two and one half times 
as many problems. The chances are that if you are 
doing five times a neat volume you have two assistants 
so you have just one third more problems. Or let us 
say you are doing with the help of an assistant double 
the volume of one without an assistant. So, actually, 
you have it made, because you are doing the planning 
and the thinking and the assistant does the work. But 
the poor fellow who has no assistant does the thinking, 
the planning and the work. So stop making a production 
of your problems; it is just a job you contracted to do. 
Really organize your work, Then when someone says 
“How are you,” you can answer with a grin, “Going 
crazy, care to join me?” 

If you don’t learn how to make use of every minute 
of the day to the best advantage you will always be up 
against a deadline, with figure work to do when you 
are needed on the floor, Then you will be working 
under undue pressure with your mind divided between 
two problems. So do the work you know you have to 
do an hour here, an hour there, any time you can grab 
a few minutes. You will be amazed at how much easier 
and faster a job can be accomplished when it is done 
in a relaxed state of mind. Never be caught at home 
without some work that just has to be done. Remember 
that Sunday it rained so hard you couldn’t play golf. 
You got out of cutting the grass but you ended up 
cleaning the basement. Then the next week it was ideal 
golf weather but you couldn’t play because you had 
to’ keep your nose buried in buying plans, But, frankly, 
| do not approve of working at home unless it gets you 
out of doing something that you do not want to do 
and provides some leisure at a future date for you to 
do something you really want to do very badly. 


(To be continued ) 
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Interior of the new Baker store at Van Nuys with 41 chairs. Note the plastic 
screen at the rear. This is used to screen off the entrance to the stock room. 
Iiluminated it provides a dramatically effective area for merchandise display. 


VAN Nuys, CALU From Bank build- California was designed by Los Angeles 

ing to attractive, sales-stimulating shoe architect Fredric R. Frankel for the 
tore is the history of the reinforced newest retail outlet in the C. H. Baker 
concrete tructure at the corner of chain. 
Van Nuys Boulevard and Gilmore Street The entire 25-foot front of the exist 
which is now the Van Nuys, Calif., ing building was removed by Frankel 
branch of the nationally known C, H. to eliminate al! obstructive pilasters and 
Baker Shoe chain columns and provide a clear floor area 

The modernization which produced for sal 


of the finest “small” shoe stores i: signed ¢ a “family” 


with a men’s department, the total! sales 
area in the building is approximately 
24-feet wide and 50-feet long, with 30 
chairs for women and 11 chairs fo: 
men, 

A rigid stee] frame was erected to 
take the vertical and horizontal loads 
of the modernized structure. And an 
eight-foot marquee was provided for 
un protection, along with an additional 
parapet wall constructed to change the 
appearance of the building from its 
original Spanish style to a warm mod 
ern. 

The vestibule floor and bulkhead are 
in black terrazzo and the ceiling is a 
suspended system of acoustone, painted 
a light pink with four-foot recessed 
fluorescent light squares and recessed 
incandescent lights. 

A plastic, illuminated, screen in the 
rear of the store blocks off the stock 
room entrance and serves as a unique 
display for stock. 

The corner site of the new Baker 
store is one of the busiest areas in all 
of Van Nuys and because of this the 
architect considered it essential to elim 
inate any corner columns in favor 
of a recessed column in the middle of 
the corner window, thus making possible 
a greater window display area 

In order to save money the rein 
forced concrete vault formerly used by 
the bank which initially occupied the 
building was left in place. A door oper 
ing was cut into the back of the vault 
and it is now used as a storeroom 


New GallenKamp’s to Rise 
In California Shopping Center 


AZUSA, CALIF.—A new shoe store will 
be erected immediately for Gallen 
Kamp’s, largest West Coast chain, in 
the new Foothill Shopping Center at 
Alosta and Citrus Avenues, in Azusa, 
Calif. 

The project, being developed by the 
Foothill Citrus Company, is just south 
east of Los Angeles, and will incluae 
department, variety, drug, women’ 
wear and other stores, and one of the 
huge Mayfair Market 


Wyman Shoes Installs 
First Pennsylvania Unit 
LEVITTOWN, PA Wyman Shoes, dea 
ing in footwear since 1901, opened the 
largest shoe store in the shopping cen 
ter here. This marks the firm’ 
Pennsylvania store There are nine 
tores in Maryland 
Shoes featured are Florsheim for 
nen, Red Cross and Town and Country 
for women, and Edwards’ shoes for ir 
fants to teenager 
rhe tore is managed by Albert 
Gratz, in the shoe busines ince 1936 
He was formerly associated with Jona 
B. Goldman Company, which had de 
in the Blum Store, Philad« 
Arthur’s, Wil gton. Del 
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BY THE MAKERS 
OF FAMED 
Rayette is a special Textileather shoe 
t= a material specifically developed for socklining! 


The sturdy composition backing gives 
TOLEX 


The supported 
vinyl in special 
footwear weights as the ball of the foot 

and construc- J 

tions for uppers, ‘The smooth, lustrous viny! surface 
socklinings, plat- 
form wraps 


Rayette the extra strength needed to 
resist wear at extreme stress points such 


stays beautiful for the life of the 
shoe—will never discolor 


For happier customer pecify RAYETTE 


AND MUSTANG 


The scientifically 


Ivectovet samt . | Meed? GENERAL\TEXTILEATHER 


ported vinyl ma 
terial for quar- ‘9 PLASTICS | DIVISION OF THE GENERAL TRE & RUBBER COMPANY 
terlinings and \ Tre @onere: Vive 
1B 4 Ruswer Company TOLEDO 8B, OHIO 
heel pads for ; 
men’s shoes 


% A supported vinyl! product of 'Textileather and distrib 
uted exclusively by Cooney-Weiss, Boston, Mass 
stocked in all popular shoe colors 


November |, 1955 





RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Manufacturing 
td Markets 


Milwaukee 


ENDING one of their best seasons in several years, shoe 
manulacturers of the that 
business will be good the rest of this year and through 
Spring of 1956. All were in a jubilant mood at the Na- 
Shoe Fair that 
now being fed into factory schedules. Fill-in and re-order 


While 


announced increased prices on the Spring lines, 


Milwaukee area are confident 


tional and orders were placed there are 


business is ahead of a year ago. most factories 


they do 

not believe that the higher costs will reflect on orders. 
Several 

Spring line offerings. 


interesting differences are noted following 


One is the increase of manufactur 
ers’ aids to retailers, both directly and through salesmen 


and distributors. Promotional aids, educational movies, 


demonstration representatives are now a part of manufac- 
Another 
children’s 


selling the shoes they make. 
belief 


manufacturers that children’s basic shoes have changed 


turers’ helps in 


interesting feature is the among shoe 
and that higher styling is now a part of a basic shoe. One 


manulacturer of juvenile footwear said, “Increased pairs 
per capita to the largest market for children’s shoes we 
have ever had makes the outlook for the children’s shoe 


business very, very bright. The only successful children’s 
shoe operations | know about are still doing the large bulk 
of their business on basics, assuming that we have accepted 
the present day concept of what is basic. Interesting fash- 
ion footwear for children if properly presented should 
represent substantial opportunity for extra pair sales, thus 
increasing per Capita consumption,” 

One children’s shoe manufacturer has completely over 


hauled his 


boy s’ 


line—-lasts, dyes and patterns. A new line of 


shoes, patterned after the men’s shoe line made by 
another division of the company, has been added, with the 
Spring showing including Continental heels, bolo ties, pre- 
stitched weltings, soft crushed grains and three-eyelet low- 
line silhouette types. One new shoe is an all-white buck 
oxford in three-eyelet with red rubber soles (up to size 6) 
Blacks and new brown tones, laceless or step-in types are 
expected to be popular in the Spring business for big boys. 

The Italian influence has become stronger and is ex- 
important next 
manufacturers declared. One manufacturer is offering an 
unlined slipon style with Continental effect. Woven leather 


pected to be very Spring, men’s shoe 


mesh, nylon mesh and nylon and leather mesh shoes are 
expected to be “very big” next Spring and Summer, one 
manufacturer declaring that “Men today want breathing 
shoes in the warm weather.” His firm is bringing out an 
unlined, ventilated pattern. Lowline effects continue to 
Several manufac- 
turers believe that black has not yet reached its peak, and 
will be popular next Spring with men’s lighter wearing 
apparel, such as light grays and light blues. Maplewood 


increase in importance in men’s shoes. 


and lighter brown tones will be sold for men’s lighter 
apparel in the brown family, but a definite trend away 
from charcoal brown is noted. 

Men’s work shoes with their lighter, softer construction 
designed for varying occupations are expected to sell the 
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next six to eight months at an all-time high, volume-wise. 
Quality in men’s work and dress shoes is selling best, 
several manufacturers noted. 

Buying on the leather market has been quite heavy in 
recent weeks in spite of price increases, several large tan- 
neries stated, and some said that they are sold out for at 
least three months ahead. Prices on both raw material and 
finished leather are up, but little resistance has been noted, 
it was said, 


New England 


WHILE early reports indicate that New England manu- 
facturers are satisfied with results obtained at the National 
Shoe Fair in Chicago, most of them feel that volume orders 
for Spring shoes will not be forthcoming much before the 
opening of the Popular Price Shoe Show in New York. 
This applies to companies making women’s shoes, princi- 
pally in the novelty category. Re-orders for Fall 
have fallen off and most factories could use more business 
than they now have. 

The men’s shoe business is good, with orders for dress 
shoes booked for delivery during January and February 
in advance in the case of work shoes 


shoes 


and even farther 
This free ordering has been good despite price increases 
which have been general among the men’s shoe houses. 
Children’s shoe factories have been quiet in the last 
two weeks although orders are beginning to come in for 


New York 


staples. 


SHOE manufacturing in New York continues on a most 
and 


satisfactory level. Production is at or near capacity 
there is enough cutting ahead in most cases to see manu- 
facturers through the balance of this year and into 1956 

Many of the manufacturers of women’s shoes, especially 
those in the high quality brackets, report that they cannot 
take any additional orders until] December 15th and after. 
Their immediate problem is how to meet delivery schedules 
for the late Fail shoes on order, reorders and the new 
cruise and resort shoes that have been sampled and bought 
Confirmations and orders, as well as reorders, continue to 
come in from the salesmen on the road and through the 
mails. 

Manufacturérs who have just returned from the Nationa] 
Shoe Fair in Chicago report good reaction and satisfactory 
response to their new Spring lines that were exhibited 
there. 

Children’s shoe manufacturers indicate that their busi- 
Thev 


from their resources to keep production steady for an ex 


ness is very good. have substential orders on hand 
tended period. 

In both women’s and 
the new colors, new textures in leather and other materials. 


children’s shoe categories, it is 
the soft construction and the styles that are the focal points 
of interest and activity. 

[TURN TO PAGE 67. PLEASE] 
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Footwear Sales Step Up 


when CELASTIC BOX TOES 
Step Forward! 


Why? Because mother, dad and the little ones all appreciate the toe comfort 
Celastic hard box toes or Celastic soft box toes give them — for the life 
of their shoes. 


Footwear for dress or play . . . lined or unlined . . . every style benefits 
and the sales of shoe manufacturers and the outlets they supply reflect 
it! Are you using these quality box toes to build loyalty for your brands? 


UNITED SHOE MACHINERY CORPORATION + BOSTON, MASS. 


tee 6 6 peed Sabena the Chee pwretae 
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Washington Newsreel 


Danger signs to watch for include: 
Failure of sales to pick up after the 
normal post-Christmas dip; failure of 
construction generally, and home con 
struction in particular, to recover after 
the norma] Winter slump; and failure 
of unemployment to dip next Spring 
after a normal Winter rise. 

Should signs of real weakness begin 
to develop next Spring, businessmen 
can expect government action to keep 
the boom rolling. The Administration 
is not going to take any chances on a 
general business letdown in any elec 
tion year. 

* * * 

As a businessman, you should avoid 
the temptation to put off your ex- 
pansion plans because of any gloom- 
and-doom talk about President Eisen- 
hower’s health. Keep this in mind: 
Nothing is changed about Ike’s policies. 
The same carefully-picked Eisenhowe1 
team that has brought the nation 
through three years of peace and 
prosperity is today operating with an 
even greater degree of dedicated pur- 
pose, 

Ike’s system of delegated responsi- 
bility is now paying dividends, although 
he is personally taking a less active 
role as chief executive, the business of 
running the national government is 
going forward smoothly and without 
a hitch. 

Retailers who lost property in floods 
and storms may think they’ve got a 
case against the U. S. Weather Bureau 

they haven’t. 

Bureau officials are sympathetic, but 
they point out that: 

Services provided by the agency are 


CONTINUED FROM PAGE 36 
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forecasts, not guarantees of weather 
behavior, and can not be considered an 
assurance of logical conduct on the 
part of nature. 

The Bureau is a federal agency, 
which makes it tough, if not impossible 
to collect in court. The Bureau has 
never paid off in any suit against it 
involving a prediction. 





“Just as cotton has the weevil, 
corn has the borer, and dogs have 
fleas, the businessman in Washington 
must put up with the professional 
businessman-hater—- men who feel 
that their principal mission in life 
is to discredit business and business- 
men, particularly in government.” 

Lothair Teetor, Assistant 


Secretary of Commerce 





Methods a businessman can use to 
appeal an incorrect federal tax state 
ment are explained in a new booklet 
prepared by the Small Business Ad- 
ministration. 

The leaflet, “Appeal Procedure for 
Income Tax Cases,” (No. 64), gives de- 
tailed explanations of the various steps 
in the appeal procedure to the Internal! 
Revenue Service and the United States 
Courts. It is available from all Small 
Business Administration field offices. 

New income tax forms without 
multi-colored stripes—have been pre- 
pared by IRS and are expected to be 
easier for taxpayers to fill out. A 
larger type is used on the tax forms 
and instructions. Taypayers are per- 


mitted for the first time to round out 
their figures to the nearest dollar. The 
forms eliminate the need for taxpayers 
figuring their own tax to do long di- 
vision. 

Five additional industrial centers 
are now classified as having only mod- 
erate unemployment as the business 
boom continues to stretch out. Latest 
areas in which unemployment falls be- 
low six per cent of the labor force are: 
San Diego; Portland, Ore.; Paterson, 
N. J.; Reading, Pa.; and the Hunting- 
ton-Ashland area of West Virginia and 
Kentucky. 

In its latest reclassification, the U. S. 
Labor Department also finds that 11 
areas which had moderate unemploy- 
ment now have a “balanced” labor 
supply. This leaves 26 areas still with 
“substantial” unemployment (more 
than six per cent of the labor force) ; 
83 with moderate unemployment, and 
40 with a balanced labor supply. 

* * 

Internal Revenue Service is crack- 
ing down on employers who are using 
money from the withholding taxes 
they collect for business purposes in- 
stead of turning it over to the govern- 
ment promptly. 

Top IRS officials reversed a lenient 
policy of the past when they received 
an estimate that delinquencies in with- 
holding tax payments by employers is 
running close to a half-billion dollars. 
In some cases, firms have been forced 
into bankruptcy, although IRS con- 
tends that it won’t get that tough if 
delinquent businessmen make an hon- 
est effort to square their accounts. 





Has Salesmen Show Hosiery 
Before Customer Leaves Chair 


BouLper, CoLo.—The shoe retailer in 
search of a hosiery sales increase will 
find that results are better when the 
customer is sitting down, according to 
M. P. Thorton, head of Thorton’s Shoes, 
exclusive fashion shoe dealership in 
this Colorado college town of 20,000 
population. 

Hosiery sales at the Thornton store 
have increased sharply in recent years 
due to the fact that salesmen have de- 
veloped the habit of going to the 
hosiery display near the front of the 
store, selecting a pair which harmonizes 
nicely with the shoes which the woman 
customer has selected and inviting her 
to check the possibilities. Draping a 
fold of the pair of stockings over the 
toe of the shoe almost invariably gets 
good results and the management feels 
that the step is a wise one even though 
the customer may not buy at that time. 
“The chances are, when the next run 
comes along and the customer starts 
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thinking in terms of new hosiery that 
she will remember the demonstration 
at our store and return,” Mr. Thorn- 
ton said. “A large percentage of our 
hosiery sales in the past have been 
developed in this way.” 


Grand Rapids Baker’s Unit 
Moves to Larger Quarters 


GRAND Rapips, Micu.—Baker’s Shoe 
Store has removed from 147 Monroe, 
N.W., to 95 Monroe, giving them much 
larger quarters and a modern building 
for occupancy. 

Exterior of the store features a 
facade of mottled terra-cotta. The in- 
terior of semi-salon design stresses a 
modern tone, with a divider wall of 
purple plastic-coated paper, large 
planter boxes, gold frames around 
shadow-box displays and indirect as 
well as direct lighting. 

Baker’s has been identified with 
Grand Rapids business for 18 years, 
The new manager of the store is Dan 
Reynolds, who comes to Grand Rapids 


from a Baker store in Syracuse, N. Y. 
A Burt’s Shoe Store, the forty-eighth 
outlet for the national chain, will be 
located in the space vacated by Baker’s. 
Exterior and interior of the store was 
remodeled before Burt’s took over and 
it is now in a pleasing contemporary 
styling. 

Ervin Miller, who formerly managed 
the Baker Shoe Store, has remained to 


manage the new Burt store. 


Store Now in Larger Home 


GAINESVILLE, FLA.— The Self Ser- 
vice Shoe Store, one unit of a chain 
operating throughout Florida, has been 
relocated and is now ready for busi- 
ness at 17 North Main Street, this city. 
The new quarters have 2,000 more 
square feet of floor space than the old 
shop, and a new department has been 
added. Children’s shoes will be car- 
ried in this new division. General 
manager is Louis Gilbert, who said that 
the sales staff will be doubled in order 
properly to care for the expected in- 
crease of patronage. 
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Manufacturing and Markets 
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The price situation has been an important consideration 
and manufacturers are anxiously trying to gauge what it 
will mean in their operations. Labor and material costs 
have increased and it is a question as to how much they 
must absorb and how soon and to what extent these in- 
creases will have to be passed on to the retailer and 
eventually to the shoe consumer. 

Despite the price situation and the usual problems of 
manufacturing, reports are that business is good and pros 
pects are that it will continue on that level. Inventories are 
in good shape. Supplies are ample and it is generally be- 
lieved that figures for the year will compare favorably with 
last year and even be much better in many cases. 


St. Louis 


$ ALESMEN have been reporting back to their St. Louis 
offices regarding reactions to price increases and at 
this writing, the resistance is negligible. As one roadman 
penned on an order: “He flinched a bit at the new prices, 
but here’s his order . . . bigger than last season’s.” 

Manufacturers here have raised their prices within a 
scale ranging from 25 cents to 70 cents on women’s 
make-up shoes. The average probably hits at about 50 or 
55 cents on the pair. In most instances, the shoes will be 
going up at retail, though in the case of one 25 cent per 
pair increase, it was explained by the manufacturer that 
he would continue to absorb some price increases just so 
he could stay in his established $12.95 price bracket. Chil- 
dren’s producers also are adjusting prices ... in some 
instances 15 cents with increases 
restricted to shoes of certain materials. 

Over and over again, manufacturers report they have 
held their price adjustments only to those necessitated by 
As one shoe executive explained: “Last 


across the board, or 


increased costs. 
month we paid 11 per cent more for the same quality 
calfskin from the same tanner as we did a year ago. What 
with the Government regulation on minimums, labor will 
go up too—however, be assured we will hold the prices 
as they are today as long as we can.” 

Though resistance at the retail] level had been expected, 
as said before, it has not materialized to a marked degree. 
Said one St. Louis manufacturer: “Consumers who read 
the papers know they are already paying more for every- 
thing. and they expect to in shoes. Our real problem is 
our perpetual tardiness in this connection, which begins 
with the manufacturers’ unwillingness to inform the public 
about shoes.” 


Chicago 


With the National Shoe Fair now past history, the trade 
is settling down to preparations for what promises to be 


an excellent Spring and Summer season. Since the end 
of the Shoe Fair factories have concentrated on production 
schedules, with a particular aim to meeting early Novem- 
ber and December deliveries. Wholesale houses are con- 
centrating on fill-ins on Fal] staples and have experienced 
a lot of activity on novelties for holiday selling. There 
have also been rush demands and sizing up on 
boudoir slippers and other leisure footwear. 

Even before the Fair, most factories had already started 
Since 


some 


production on orders for advance Spring shoes. 
[TURN TO PAGE 71, PLEASE| 


November |, 1955 


... leading state for shoe production... 


invites YOU to let us 
“Tailor-Make’’ a Plant for you 


Under Missouri's unique “tailor-made” plan, 27 shoe 
and leather products firms have located in Missouri 
during the past five years. Today there are 158 plants 
dispersed throughout the State. In 1953, the total 
value added by the manufacture of leather products 
was $169,867,000. 


The labor and materials you need are abundant here. 
Hides from 4 nearby Missouri cattle markets, tanning 
materials from Missouri forests 
transportation. Here you are centrally located for ship 
ment to your major markets. And Missouri's labor pool 
leads in diversification—with an enviable labor rela- 


save the added cost of 


tions record 


17 cities are ready and able to build for you 80 others 
have formed industrial development corporations 
ready to help you. In addition, you can take your 
choice of 132 buildings available now, listed in the 
latest Quarterly Missouri Buildings List. 


Find out now how these Missouri cities, aided by the 
Missouri Division of Resources and Development, can 
“tailor-make” a plant for you—either by building such 
a plant, or helping you select presently-built facilities. 


PHONE COLLECT 


or write today 

Lisle Jeffrey, Industrial Director 

Dept. K591 

Missouri Div. of Resources & Development 
Phone Jefferson City 6-7185 

Jefferson City, Missouri 





phrases used by larger stores, but ad- 
vertising should be used to tell what is 
new. A group of department stores in 
a mid-western city used to carry large 
shoe spreads twice a month. Now these 
same stores carry smaller advertise- 
ments which run at least once a week. 
This means that the shoe department 
has twice as many opportunities to tell 
customers what is new. 

A small city retailer used to adver- 
tise every three weeks. Now he does 
80 once a week. In each of the fore- 
going cases, one, two, or at the most 
three, shoes are shown in each adver- 
tisement, but all are different. 

The small retailer can and should 
present one or two shoes each time he 
advertises. If possible, during the peak 
of the season, he should do so at least 
once a week, and oftener if possible. 
If he can do so once a week, and pre- 
sents two different shoes each time, he 
will have presented eight different 
styles to the public during that time. 
He will have gone on record as having 
at least eight different styles in his 
store, 

The best themes are color and pat- 
tern. These can be combined or they 
can be done separately. An advertise- 
ment of a particular pump, sandal, 
casual, or walking shoe can include 
mention of the colors available. It can 


be expanded to include mention of ma- 


terials. Color advertisements usually 
call for a little more art work, and 
emphasis on wording. Occasionally if 
an advertisement is to be built around 
a color theme, as many as three or even 
four shoes might be shown. Copy will 
then mention that many other styles 
are available in this color. 

Advertisements based on particular 
styles or pattern are generally the easi- 
est to plan and most practical for the 
average retailer. One out of four or 
six advertisements might be devoted to 
color each season. If a retailer carries 
handbags, hosiery, and other acces- 
eories, mention of these can be in- 
cluded. Even a phrase such as “We 
have handbags to match” brings re- 
sults and is an added style emphasis. 

If a retailer has a particular pattern 
he knows will be accepted, he might 
run it in calf one week, suede the next. 
But each advertisement should always 
include mention of other colors, other 
materials, other patterns. 

The main point is to present some- 
thing new each time. This is not as 
difficult as it many sound. Practically 
all major manufacturers have a wide 
variety of dealers helps, advertising 
mats, and copy suggestions. It is up to 
the dealer to select these from the 
fashion standpoint. Many retailers will 
have to abandon the practice of telling 
the local newspaper, “Just run the same 
ad we had last week.” 

The smaller retailer can’t emulate 


Style Merchandising 
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the advertising and merchandising per- 
formance of the big city department 
store or style salon. But he can follow 
the same basic methods they use. After 
all, he has exactly the same styles to 
sell that they have. And advertising 
approaches and results are basically 
the same in the small town as in the 
city. The big city advertising is just 
dressed up a bit more. 

Careful budgeting of the advertising 
dollar is important. It should be 
planned a year ahead if possible, and 
certainly as much as six months. Ex- 
penditures should really be laid out at 
the same time a retailer does his buy- 
ing. In fact, he should know which 
patterns he is going to feature in ad- 
vertising when he buys them. 

Advertising dollars should be 
stretched so that the heaviest amounts 
are spent in the fashion buying months. 
It is folly for the retailer with limited 
advertising appropriations to even con- 
sider spending money on fashion ad- 
vertising when the public is not fashion 
minded, Advertising for Spring should 
be concentrated in the weeks preceding 
Easter. March, and April should see 
the heaviest advertising for Spring. 
May and June will bear the brunt of 
Summer shoe advertising. September 
and October should see the peak for 
Fall. But be sure to save money for 
November and December for Winter 
goods and Christmas promotions. 

If funds are limited, avoid heavy 
concentrations of advertising in the 
rest of the months. Remember that a 
good, consistent advertising promotion 
through those peak months will carry 
a store over through one or two lean 
months. Then a new season has ar- 
rived and it is time to pick up again. 
Even the larger stores avoid any heavy 
style advertising in July and January 
when the public is clearance sale con- 
scious. 

It is also well to remember that a 
style advertisement has far longer 
carrying power than does one for a 
clearance sale. Most advertising ex- 
perts are convinced that a clearance 
sale or price promotion advertisement 
has a pulling power for three days at 
the most. A woman will stop her house- 
work and rush downtown to see what 
she can get at a sale. She does not do 
so for a style advertisement, but she is 
likely either to keep it or remember it 
for a week or longer. She is going to 
remember, for instance that Blank 
Shoe Store has a pair of red pumps, a 
blue sandal, or some new casual that 
appeals to her. 

The same policy of style variation 
should also be followed in radio adver- 
tising. Although here the principle 
that constant repetition is most effec- 
tive should probably be adhered to, 
there should be plenty of style informa- 


tion. Remember, women are interested 
in what is new. They are going to be 
impressed by specific style information. 
They are not too likely to come in to 
a store just because it has “been in 
business on Main Street for 25 years.” 
But they are likely to come in if they 
hear that the store has a selection of 
blue shoes to match this season’s blue 
suits. 

We have urged planning expenditure 
of the advertising budget in advance. 
We have also stressed the importance 
of concentrating it in peak fashion 
months. However, the alert retailer 
will always retain an “emergency” ad- 
vertising fund to take care of special 
occasions. This might be a special pro- 
motion. It allows for timing with un- 
usual weather, special local events. 

The progressive retailer will also 
make room for extra promotional 
events. He will plan, when he buys, 
for promotions for Valentine’s Day in 
February. He will include graduations, 
confirmations, and weddings in May 
and June. He will not over-look 
Mother’s Day or Father’s Day. He 
may take advantage of school holidays, 
such as Washington’s, Lincoln’s birth- 
day, or Armistice Day and others to 
advertise children’s shoes. 

We have only touched slightly on 
the use of handbags and other acces- 
sories in advertising and promotion. 
We did so because most smaller re- 
tailers are limited in the stock they can 
carry of these items. 

However, we do urge that wherever 
and whenever possible, the retailer 
display as many accessories as he can 
in his store and in the window. And if 
he can include some current ready-to- 
wear, he will do much to strengthen 
his position as a style leader. Tie-in, 
advertising with other fashion mer- 
chandising is always most successful 
for the department stores. It estab- 
lishes them as fashion stores, as style 
authorities. 

The smaller retailer can follow this 
to a degree by showing his shoes with 
apparel. Thus, he too becomes estab- 
lished as a fashion leader. If his shoes 
are seen to harmonize with the clothes 
that are currently selling, customers 
will be convinced that he too has the 
latest shoes. 

Style props can be borrowed from 
neighboring shops. Invariably they are 
happy to cooperate and all they ask 
is a card stating where the merchan- 
dise came from. 

The changing style scene also calls 
for even greater attention to window 
displays. A wide variety of styles to 
be shown is desirable. However, the 
same principle mentioned in advertis- 
ing should also be observed. It is well 
to spotlight a few new styles, and to 
change them frequently. 
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A COMPLETE SIZE RA 
Misses’ Sizes 12% to 3 in addition to 


CHILDREN'S 
and YOUTHS' 


CHILDREN'S 
and YOUTHS' 


CHILDREN'S 
and MISSES’ 


INFANTS’ 
SIZES 


TODDLERS’ 
SIZES 


SIZES 
91/, to 12 
121/h to 3 

GIRLS 


0 to § 4 to 9 


JUDY ‘n’ JERRY FOOTWEAR IS ALL LEATHER IN EVERY INCH AND EVERY 

PART (except for shoes featuring Genuine Neolite or rugged composition 

soles) 

@ All top-grade leathers: counters, linings, innersoles, welting 

@ Soft cushion fillers: foot-cradling protection against heat, cold and 
damp 

@ Cookie: built into innersole to support growing feet 

@ Proven lasts: wide-toe, narrow heel for needed support for balanced 
walking 

@ Pre-formed soles and moulded heel: to give contour fit and greater 
comfort 

@ Six-Station inspection: Every pair of Judy 'n’ Jerry shoes is inspected 
6 times during production to insure perfection 

@ Style-Leadership: Judy 'n’ Jerry is an acknowledged style-leader in 
Juvenile Footwear today 


November 


SIZES 
I/ to 12 
121l/ lo 3 

BOYS 


SIZES 
91, to 12 
1214, to 3 


TO RETAIL FROM 
Oo 
s2e° ,, $55 
EVERY STYLE 


IN-STOCK 
and an 8% 


average 





Retailers Give Views on Factory Timing 
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Timing of the buy is also strongly 
influenced by (a) status of invento- 
ries; (b) feeling regarding sales or 
business outlook ahead. 

A definite trend toward more 
tinuous buying on a 12-month basis. 
More effort to maintain a constantly 
balanced stock. Though seasonal peaks 
still prevail in buying, there’s more 
leveling or spreading of buying. In- 
creased buying from in-stock is either 
a cause or effect of this shift in buying 
policies. In-stock buying appears to be 
an intensifying trend. 

In staples, an develop 
ment: contrary to policy of early buy- 


con- 


interesting 


ing of staples as in years past, now a 
trend toward buying staples (new 
shoes rather than size-ups) after new 
season’s style buy has been made, In 
short, buying staples closer to 
Chief reason cited: closer-to-season 
staple buying allows better look at in- 
ventory position, prevents under-buy 
or over-buy, permits better use of 
cash to go into stock with best return 
potentials. 

Following are some selected excerpts 
from replies: 

On style 


season. 


lines we want 
shoes early—for early selling. 

If the retailer’s resources can be 
relied on to do a good advance infor- 
mation or guide job on colors, pat- 
terns and other fashion trends, it 
gives us more confidence in placing 
our orders earlier. 

In high-style retail buying 
should be done at an early date to test 
the market. This type of buying, how- 
ever, should be limited—enough shoes 
to establish the test pattern. 

Though we like to work early on 
new styles, we're keeping our buying 
commitments as flexible and 
as possible. 

Our buying has been and 
on a “seasonal” basis, and more 
more on a 12-months-a-year basis. 

Plans of style lines for us are 
tled 90 days before the season’s open- 
ing. Fashion trends have then 
established and accepted. But we're 
always alert for any new and unex- 
pected fashion flare-up. 

Our Spring ideas 
settled by mid-October. We attend the 
National Shoe Fair to confirm these 
ideas, and on returning home are ready 
to order. For Fall, our plans are made 
in early April, both on staples and 
styles—though we're more “open” on 
styles. 

Question 3: 
after your regular buying, about what 
per cent of your spending budget is left 
for open-to-buy? 

Six per cent of retailers hold out 
20-24 per cent of their budget for open- 
to-buy; 17 per cent hold out 25-29 per 
cent; 30 per cent (the largest single 


our new 


shoes, 


” 
“open 


less 


and 


less 


set- 


been 


are fairly well 


For any given season, 
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group) hold out 30-35 per cent; 25 per 
cent hold out 36-40 per cent; 16 per 
cent hold out 41-50 per cent; and six 
per cent hold out more than half of 
their budget for open-to-buy. Thus, 55 
per cent of all retailers allow between 
30 and 40 per cent of their budget for 
open-to-buy. 

However, a variety of 
play a role in open-to-buy 
and these are best illustrated by some 
of the excerpts from replies 
which will be shown shortly. For the 
moment, the following find- 
ings represent a sort of composite or 
consensus regarding open-to-buy prac- 
tices: 

The trend appears toward leaving a 
greater percentage of the budget fo: 
open-to-buy (sizes plus new styles). 

Though this trend is moving faster 
in women’s it’s affecting 
men’s and juvenile style lines. One im- 
portant key to the open-to-buy trend is 
the pace of style turnover. The more 
introduction of new styles, the more is 
being held out for open-to-buy. 

A strong trend toward more “item’ 
buying—the interesting new shoe that 
pops up suddenly in mid-season or be 
tween season, has a special price or 
fashion appeal, is sold and bought as 
a quick, profitable turnover item. 

The percentage of open-to-buy seems 
to depend a good deal on how early you 
buy. In general, the earlier the buying 
the more is left for open-to-buy later 

Many retailers fee] the Fall selling 
season is getting shorter, the Spring 
season longer. This is affecting 
open-to-buy practices. 

With 


a 12-months-a-year buying policy, open 


“conditions” 
practices, 


selected 


however, 


shoes, also 


also 


more retailers tending toward 
to-buy here becomes a highly important 
factor in buying. 

Open-to-buy is also affected by the in 
stock facilities of resources. If retailers 
feel their quick orders can be followed 
by quick delivery, they tend to lean 
more toward open-to-buy, or a large 
percentage left for open-to-buy (out of 
in-stock.) 

Following, now, are a few selected 
excerpts from replies to indicate some 
of the “feeling” concerning open-to-buy 
practices: 

Open-to-buy has become a very im- 
portant part of our business. The 
real tragedy of any shoe business to- 
day is to be caught short, unable to 
buy (due to full inventories or low 
cash) important new items that sud- 
denly turn up. 

We maintain a very flexible open- 
to-buy policy, with no fixed amounts. 

We hold out about 30 per cent for 
open-to-buy items. If deliveries were 
faster or if manufacturers offered a 
larger selection from in-stock, we'd 
hold out appreciably more for open- 


to-buy. But we can’t take chances. 
It’s just as bad to be under-stocked as 
to be over-bought. 

We buy about 50 per cent of the 
season’s needs in advance, with later 
size-ups making up the remainder. 

Our open-to-buy varies. “Sensitive” 
styles require more caution, and at 
the same time more open-mindedness. 
For instance, if high colors are intro- 
duced (as the pinks of last summer) 
we place our orders on a very limited 
basis. But as a particular color starts 
to move, we not only add sizes but 
patterns. 

I think it’s confusing for the small 
merchant to have to buy early. There 
are always new things developing, 
and these early buys can get one into 
a jam. 

Open-to-buy policies should be in 
proportion to the in-stock facilities of 
the retailer’s 


resources. 


Space Lacking, Small Shop 
Hangs Shoes on the Wall 


ANDERSON, IND. There was no 
space in Mike Martin’s “Shoe Box” 
in Anderson for floor displays, so shoes 
are now literally hung on the walls. 

Before the not-yet-completed remod- 
eling, tall ladders rolled down the walls 
of either side of the selling area. Now 
one side of the 12 by 31 feet selling 
area is free and the old shelves, now 
revamped, face each other on one side 
with only walking space between for 
salesmen. 

Shoes displayed on pegboards 
on each wall. Those on the left are a 
trio of diamonds, two groups of three 
diamonds flanking a single large one. 
Each of these holds one pair of shoes. 
Two large boards on the right attract 
immediate customer attention as she 
enters. Eighteen pairs of shoes and 
several purses fit on each board. 

John Wilding of the J. W. Art Stu- 
dios in Anderson designed the decora- 
tive scheme which makes the store ap- 
pear much wider and bigger. Colors 
are flamingo, grey and white. Black 
outlines the pegboards. 

The small air-conditioned shop does 
a large volume, much of it in the teen- 
age trade. A lay-away plan helps keep 
them shod in the latest fashions on 
weekly allowances. 

Known as Mike Martin’s Family 
Shoe Store, the shop has been at its 
side-street location for five years. Mr. 
Martin also runs the lease operation at 
the Hoyt Wright Company here. 


are 


Triangle Appoints Wilder 

CARTHAGE, N. Y.—Anthony H. Wild- 
er of Watertown has been appointed 
manager of the Triangle Shoe Store 
here, succeeding William Tracey who 
has assumed managership of a shoe 
store in Auburn, N. Y. 

Mr. Wilder has been manager of 
stores in Plattsburgh, Binghamton, 
Buffalo and Auburn. For ten years he 
was manager of the Triangle Shoe 
Store in Watertown until it closed. 
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Manufacturing and Markets 


| CONTINUED FROM PAGE 67] 


retailers are asking earlier delivery than ever before, fac- 
tories have had to speed up their schedules. Most large 
retailers, and even some of the smaller ones, now like to 
get at least a sampling of new shoes in their stores well 
ahead of the season. They have been pushing for shoes 
that can sell in the interim period from December through 
February, Patents have played a large role in early orders 
for December. 

Early deliveries also call for good quantities of drop 
line pumps, opened up cocktail types, and domestic ver- 
sions of the Italian look. There has also been heavy em- 
phasis in the volume field on flats and low heels and all 
varieties of the soft construction. Staple black and Navy 
and muted colors prevail with a switch to beige to brown 
expected in the next batch of orders. There will be a big 
swing to pastels in orders for delivery right after Easter. 

Several universal problems arise along with all this 
preparation. They are presented largely by the fact that 
this has become a style business, Therefore more and more 
retailers are switching their buying policy, so that they 
can remain open-to-buy newer patterns as they catch on 
This means they make smaller original commitments with 
a trend to hold them to 60 to 90 davs. Thus a mutual de 
pendence on adequate sizes and styles from in-stock de 
partments is growing for both manufacturer and retailer 
This Shoe Fair has seen more expanded in-stock depart 
ments for style shoes than ever before and the practice is 
expected to continue to grow rapidly. 


In Fashion’s Forefront 
[CONTINUED FROM PAGE 52] 


Shoe Co-Ordinator. Listing colors for the Casual American 
Look, they note a division into three main color groups 
for clothes and shoes. The first group, “Spring Classics,” 
includes beige to brown in both; navy, with a comment on 
the importance of getting the “right navy” in shoes; black, 
with black patent leather expected to “sell in abundance.” 
The second color group comprises the clean clear pastels 
noted as the most important casual color group and ex 
pected to sell earlier than ever before. Yellow is slated to 
be the leading color in clothes here. A wide range of shor 
colors is suggested to wear with the pastels in ready-to-wear 
Fina] color group for the Casual American Look is “coo! 
white” with white reported in all types of ready-to-wea: 
fabrics and the white shoe slated to rise in sales. 

To list briefly the three color groups reflecting the Fai 
Eastern Influence as analyzed by PPSSA’s fashion author 
ities: “muted colors,” with Absinthe, a pale avocado 
noted as the most important promotional shoe color; “blaz 
ing bright.” and here Turquoise and Lamp Gold are con 
sidered of first importance in clothes, with a wide range of 
choice in shoe colors; “golden threads” the third color 
group offered by PPSSA as a reflection of the Far Eastern 
Influence. Gold kid is suggested as of first importance in 
all types of shoes 


Tryle Walk Shoes Opens 


Dayton, O.—Dayton Tryle Walk Shoes, a new firm 
handling corrective shoes for women, opened in Room 
314 of the Kuhns Building at Fourth and Main Streets. 
Al Young is manager of the new business. Mr. Young 
said his firm’s name derives from a patented feature used 
in conjunction with shoe sales. 
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today you 


WASTED think this over 
It carefully f 
CUSTOMERS Pieaetieemtes 


: department is visited by LI 

~ customers a day who have 
“areal foot comfort problem 

A problem that ordinary 

proper shoe fitting will not solve. 


The companion sale of a time-prover 
reliable, effective shoe insert— Burn 

Cuboids— along with a pair of shoes 

will approximately double your profit 
over that made on the shoe 

alone. And each day you fail to 

offer this added foot comfort, you 

waste numerous golden opportunities 


here ere @ at sales and profits? 


few well For nearly 20 years, Burns Cuboid! 


known Cuboid Company has maintained Cuboidl 
operators: Operations in the best shoe and 
ATLANTA epartment stores from coast to coast. 
Thompson-Boland-Lee Burns Cuboids appeal to all ages of 
BALTIMORE foot sufferers, and one pair sells’ 
Hess Shoe Co. another—at up to $6.95 a pair, 
BOSTON Monthly volume of $2,000 to $4,000 
Thayer-McNeil is far from uncommon, 
CORPUS CHRISTI 
Richardson's 
DALLAS 
Volk's 
DENVER 
Fontius Shoe Co. 
HOUSTON : 
Krupp & Tuffly The Cuboid “Department”? 
LITTLE ROCK requires no space on the selling) 
Kempner's floor. From a few feet of storage 
LUBBOCK shelf, the trained Cuboider$ 
Godwin's Booterie demonstrates, fits and dispenses, 
MADISON up to 248 styles and sizes of these 
Dyer’s Shoe Store well known Foot Balancers." 


ray You can’t absorb the whole} 


Cuboid Story here and now, Fact] 
eae 4 peta! is that hundreds Py 
stores are now improving trafic, 
penta and profit because they have, 
SAVANNAH _—-CUboids. But it’s easy to get the 

Globe Shoe Co, Whole story—you can arrange fo) 
SCRANTON a Cuboid demonstration in 

Lewis & Reilly, Inc, your own store, Write today 


COOPERATIVE FUNDS AV. 


Based on a different theory tha 
conventional arch supports, Cuboid 
Foot Balancers alone are} 
recognized by highest medical, 
authorities for their unique comfo 
fostering characteristics, 





IN 
PU BLICATION Ss 
Journal of the American 


Medical Ass'n, Parents’ ay ff / - 
Post, House Beautiful, 7 | 
Cosmopolitan, Today's Of, OF D 


Health, and dozens of 
newspapers in America. 


Write to James H. Sewell, General Manager 


Established 1936 


P. O. Box 658 «+ Santa Ana, Calif 
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you haven't experienced the 
“complete” 
a sound, 


MILLER Barefoot 
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PROFIT thru PERFORMANCE with 


MILLER 


satisfaction of building 
profitable business on 
Freedom shoes 
you've missed something— 
nothing of the extra and steady profits, 


@ SUPERIOR FIT. 
® NO MARK-DOWNS 


© SATISFIED 
REPEAT CUSTOMERS 


to Say 





ORTHO LAST 


3626—The DART Tie 
10/8 Wood Kantscuff Heel 





meee aie 


Black suede 

Black kid trim 
Six-eyelet tie 

Long inside counter 


SIZES IN STOCK 


AAAA 7 toll 
6'/, to II 
6 toll 
5'/, to II 
4'/, to iI 
4 toll 
4 to10 
4 tol0 
4'/, to 9 
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“THE MILLER SHOE co. 4015 Cherry St., Cincinnaft 2, Ohio 


MAKERS OF FOOT DEFENDER SHOES FOR BAREFOOT FREEDOM 


Manufactured Under Direction of WLBERT FE. kunkicur 


Grandson of Founder Named 
Manager of New Wilson Store 


CLEVELAND—The latest addition to the 
Wilson Shoe Stores chain was opened 
here recently at 602 Euclid Avenue. 

Kenneth Gerdy, grandson of Mayer 
Gerdy, who founded the chain in 19065, 
was appointed manager of the new 
store. He had been manager of the Wil- 
son store at 605 Prospect Avenue. 

Another grandson of the founder, 
Eugene Zychick, was promoted to the 
post of district manager for all Wilson 
stores in Ohio and Pennsylvania. Mr. 
Zychick had been manager of the store 
at 505 Prospect Avenue. 
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Hudson Names Manager, 
Cites Long-Term Employes 


Derroit—Charles Cunningham has 
been named department manager for 
women’s shoes in the new Northland 
Store of the J. L. Hudson Company. 
He succeeds Bernard Roszell. 

Ernest W. Bradshaw, buyer for wo- 
men’s shoes for J. L. Hudson, was sa- 
luted by the company, upon completion 
of 35 years with the firm. He started 
with the company on September 3, 
1920. Also honored by Hudson’s was 
Lorraine Gruel of the Junior Miss Shoe 
department, upon completion of 20 
years’ service. 





Men’s and Boys’ Store 
Finishes Remodeling Project 

SALINA, KAN.—Stevenson’s shoe and 
clothing firm for men and boys is cele- 
brating its sixtieth year in business 
with an ambitious remodeling pro- 
gram. 

The project includes a modernistic 
facade and extensive interior changes. 
Open house was held recently. 

One of the oldest businesses in Sa- 
lina, the firm is owned by W. B. Steven- 
son, founder, and Everett and Fred 
Stevenson, Sr. 

There was no interruption to busi- 
ness during the work, first major re- 
modeling since 1915. The two-story 
building has been covered with huge 
squares of Silverdale limestone, bor- 
dered on two sides by striated metal 
trim. Window base and pillars on each 
side are of Ozark limestone. 

Carpeting and walls of the window 
display cases are done in shades of 
gray. The island show case at the 
entrance has been eliminated. Double 
doors were consolidated into a single, 
large entrance, 

Customers step through the easy- 
swinging doors into a tile entrance- 
way. With the exception of the boys’ 
department, which was remodeled two 
years ago, the entire interior has been 
changed. New light fixtures, providing 
more illumination, have been installed. 
A novel feature is perimeter lighting 
recessed in a cove running the length 
of wall merchandise cases. This spot- 
lights the stock for better inspection. 

The shoe department was enlarged 
about 100 square feet. 





Knew Whose Shoes They 
Were; Now She Has A Packard 


In a@ telecast of WRCA-TV's “Jinx's 
Diary,” Larry Horan, president of J & J 
Slater and Hanan Shoes, awards the 
keys of a 1955 Packard automobile te 
Mrs. Edna Pullman of Jamaica, L. |., New 
York, first prize winner in the “Whose 
Shoes" contest conducted on WRCA-TY. 
Mrs. Pullman correctly matched various 
pairs of shoes with the WRCA-TV per- 
sonalities who wear them, and suggested 
ph prize-winning name for a pair of 

& J Slater and Hanan fur-lined slip- 

pers: “Enchantees.” 
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Wrapping Plan Reminds 
Salesmen to Sell Findings 


MONTGOMERY, ALA.—AIl shoe sales- 
men in the first-floor women’s shoe 
department at Loveman’s here write 
their own sales checks, ring up their 
own sales and otherwise handle every 
aspect of the sale under the unique 
plan used by Matthew Harris, wo- 
men’s shoe buyer. 

The year-old Alabama department 
store in the exclusive Normandale 
Shopping Center, features one of the 
largest women’s shoe departments in 
the city. Under the personnel-manage- 
ment plan utilized, four salesmen 
operate through all departments, with 
a Formica-topped, U-shaped cash 


Each salesman rings up his own sales 

and does his own wrapping at Loveman's 

in Montgomery, Alabama. A display of 

laces, polishes and other findings at the 

wrapping counter reminds him to push 
those "plus" items. 


register booth at the center rear, serv- 
ing as a focal point. Here, all pack- 
aging and wrapping materials, cash 
register, and charge account books are 
centrally located. Following each sale, 
the salesman steps to the booth, wraps 
the customer’s purchases, rings up the 
sale, makes change and then turns 
over the package to the customer. In 
doing so, while inside the booth, he is 
automatically reminded to suggest 
polish, laces, and other findings, inas- 
much as a mass display of these “add- 
on” items is incorporated into the 


service booth, The Loveman women’s | 
shoe department has registered an | 


unusually heavy percentage of findings 
sales directly as the result of this 


arrangement, and Matthew Harris | 


believes that “handling the entire sale 
from start to finish” helps to persona- 
lize the relationship between salesman 
and customer. 

During extremely heavy rush periods 


and sales, however, when obviously | 


salesmen’s time is more valuable in 
contacting customers and fitting them, 


next customer. Veteran, experienced of a new ultra-modern shoe store on 
“writers” thus relieve the salesperson St. Catherine Street in Montreal re- 
at a time when wrtiing out sales checks cently, the Dolcis Shoe Company now 
might result in walk outs. brings to seven the total number of 
stores it has in Canada, six in Ontario, 
and one in Quebec. 

first of these was opened in 


In combination, these two plans have 
enabled Loveman’s women’s shoe de- pus 
partment to establish the sort of lhe 
friendly, personal rapport between Ottawa four years ago by the British 
customer and salesperson which results firm which has more than 250 stores 
in a maximum number of repeat sales, in Britain alone, and exports shoes 
and at the same time to handle the to more than 20 different countries 
press of heavy business efficiently throughout the world. 

The company handles a line of popu 
° . ° lar ladies’ and men’s shoes as well as 
Dolcis Shoe Adds Unit a complete line of distinctive hand 


MONTREAL, QUE.—With the opening bags and hosiery. 


| Whake Waris Your 
Number 1 Resource for 


* SAMPLES 
* JOB LOTS 
* CANCELLATIONS 


ALWAYS AVAILABLE! 


The Finest and Largest Selection 
of Branded Women’s and Children’s 
Job Lots. 


Every pair top quality —top name! 


Tremendous variety of current styles, 


high fashion and staple models! 


Materials of all descriptions, all colors, 


designs and heel types! 





See us at the Big Shows: 


ATLANTA Southeastern Shoe Travelers Ass'n, Nov. 6-9 
Piedmont Hotel, Parlor 8 


DALLAS Southwestern Shoe Travelers Ass'n, Mov. 6-9 
Adolphus Hotel, Room 1010 


LOS ANGELES West Coast Shoe Travelers Ass'n, Mov. 13-16 
Alexandria Hotel, Room §12 


WEW YORK Popular Price Shoe Show, Mov. 27-Dec. 1 
Hotel New Yorker, Rooms 1619 & 1626 


the women’s shoe department uses an | 


equally unique arrangement. During | 


these rush periods, a staff of “writers” 


are added to the department, whose | 
responsibility is to handle the making | 
out of all sales slips, ringing up the | 


sale, making change, and handing the 
purchase over to the customer—leaving 
the salesman free to move on to the 
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Bans Shoe Ce 


Jobs In Fine Shoes From Fine Sources Since 1931 
79-81 Reade Street, New York 7, N. Y. 
Cable Address; ALBARISHOE * Phone WOrth 2-51860-1 








For cement sole attaching—use the right equipment for the job 


Which machine 
fits your need? 


The WA CEMENT SOLE ATTACHING MACHINE With the GOODYEAR SOLE LAYING MACHINE — 
— MODEL C has all the mechanical refinements MODEL A you have the ideal equipment for at- 
necessary for processing any style of cement shoe. taching soles on flat or nearly flat bottoms or 
Balanced and highly adjustable above-the-shoe where heel heights and bottom contours are moder- 
mechanisms work with readily adjusted mechanical ate. Fast the machine will allow processing as 
pads to produce the finest bottom character, rapidly as an operator can insert and remove shoes. 


Both machines can be fitted with any of several styles of adjustable SUPERGRIP CEMENTS 
pad boxes for any type of shoe. The pressure on both machines is are available for practically 
adjustable to meet any requirement. Experience to date on over every shoe material in use and 


800 machines of these types has proved maintenance costs to be in drying times to fit every 


. . factory schedule. United ce- 
very low. These modern compact machines have kept pace with Acta econ pom ~~ a 
ment shoe-making know-how 


our latest developments in adhesives — used with or without heat 
can help you find the methods, 


activation. machines and cements best 
If you are making cemented shoes, find out how precisely one suited to your production. 

or perhaps both of these machines will fit your needs. Call your 

United branch management for the facts. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SHO EY, 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Map Increased Sale of Summer Footwear 


Leather Industries of America and McCall's Magazine Co-Sponsor 
Nationwide Merchandising Promotion Scheduled to Break July, 1956 


New YorkK—The opening salvo of a nationwide promotion, designed to reverse 
the trend of “Summer selling” with its attendant mark-down policies in the shoe 
industry, will hit manufacturers, shoe retailers and a large segment of the con 


suming public in July, 1956. 

The ReEcorDER learned that the big 
drive, tentatively characterized as “Sun 
Season Leathers,” and mapped to aug- 
ment considerably the sale of women’s 
and children’s shoes in this country, 
had been in the planning stage since 
March of this year. 

The promotion, under the guidance 
of its co-sponsors, Leather Industries 
of America and McCall’s Magazine, will 
be nurtured at all levels and expanded 
to include every possible media as its 
progress dictates, it was reported by 
William Fine, advertising manager at 
McCall’s. 

The magazine will carry a four-color, 
two-page spread advertisement themed 
to Sun Season selling in its July, 1956, 
issue. This Leather Industries adver- 
tising, it is hoped, will set the stage for 
a new concept in Summer selling, fea- 
turing merchandise by participating 
shoe manufacturers. 

Calling for “mark-up rather than 
mark-down,” and the selling of Summer 
shoes “when the heat is on,” the co- 
sponsors, speaking to shoe men through 
the RECORDER said, ‘‘We think that we 
can sell shoes with you at a time when 
the customer wants to buy. Manufac- 
turers and retailers were the ones that 
set the old pattern of buying—not the 
customer. The time has come to tie into 
the new pattern of living and buying. 

“This proposal is designed to sell 
Summer shoes as hot fashion news when 
the weather gives the customer the 
impulse to buy. 

“Such a promotion could generate an 
industrywide movement by key shoe 
manufacturers in the direction of ‘posi- 
tive selling’ during the time of the 
year in which shoe business becomes 
slack. 

“For years, manufacturers and re- 
tailers have discussed the logic in 
lengthening the Summer selling season 
and extending full-mark-up beyond July 
5. 

“Both retailer and manufacturer 
would take action at the same time. 
The manufacturer promotes a Summer, 
transitional line and creates demand 
for that line instead of apologizing for 
it. The retailer accepts late shipment, 
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RECORDER Advertisement 
Hanging in Cleveland Museum 


TOLEDO—An advertisement of the 
Textileather Division of the General Tire 
and Rubber Company, here, which ap- 
peared in several issues of Boot and 
Shoe Recorder earlier this year, is now 
hanging in the Cleveland Museum of Art. 

Stressing Tolex supported vinyl, the 
advertisement has been nominated and 
selected as an outstanding example of 
an industrial ad prepared in the Cleve- 
land area during 1955. 

A wash drawing of a pair of women's 
shoes, in walking position, are superim- 
posed, in the ad, against a line-drawing 
background of a city scene. The head- 
line reads, "Shoes Walk Right Out of 
Your Store ... When They're Made with 
Tolex Supported Vinyl.” 





promotes the theme at point-of-sale 
and holds price because of demand and 
late shipment.” 

“We have long felt,” said Walter 
Kraus, the director of Leather Indus 
tries of America, “the need of special 
promotions after the peak of the season 
has passed. Tests show that a market 
for shoes exists 12 months in the year 
We hope, by means of this nationwide 
promotion, to indoctrinate 
against premature close-outs and give 
them something with which to do a 
creative merchandising job.” 

Mr. Kraus said that Leather Indus 
tries, on behalf of the promotion, has 
undertaken to provide a complete, com 
prehensive promotional blueprint for 
the retailer. 

Leather Industries will provide mer- 
chandising kits which will be available 
to manufacturers for use in their own 
merchandising and which will also be 
available for advertising 
and local display. 

The organization will supply display 
advertising ideas, ad reprints, counter 
displays, window plaques, streamers 
and mailing suggestions for use with 
charge customers, among other mate 


shoe men 


use in local 


rials. 
[TURN TO PAGE 77, PLEASE] 


Philadelphia Shoe Men 
In Downtown Promotion 


PHILADELPHIA Retail shoe stores 
along Chestnut Street, Philadelphia’s 
elite shopping thoroughfare downtown, 
were chosen to carry the ball in an 
initial drive as this city’s downtown 
merchants organized to halt the flight 
of retail business to the suburbs. 

Plans for public relations 
campaign were formulated in a recent 
meeting co-sponsored by the Chestnut 
Street Association, Philadelphia shoe 
retailers whose shops are located on the 
street, and the Chamber of Commerce 

The meeting was led by Ben Finn, 
secretary of the Philadelphia Shoe Ke 
tail Merchants Association, and execu 
tive director of Independent Shoemen, 

In initiating such a program, Phila 
delphia center city merchants joined 
counterparts in large metropolitan 
trading centers from coast to coast who 
have had elaborate programs in oper 
ation for some time 

The industry 
for attention first 
feeling of the combined 
shops form a 

merchants 
along 


a broad 


singled out 
because it was the 
sponsors that 
substantial 

occupy 
Chestnut 


shoe was 


retail shoe 


egment of who 
prominent 
Street 

The 


November 


sites all 


designated 
Street 
Dur 
mer 


combined committee 
6-12 as “Chestnut 
Salutes the Shoe Retailers” week. 
ing this period all cooperating 
chants agreed to run an extra line in 
their regular advertisements calling 
attention to the event 

Supplementary promotional efforts 
will include streamers for all store 
windows, the daily election of a 
woman adjudged to be the 
most fashionable ensemble, the award 
ing of an orchid to the woman wearing 
the most fashionable shoes in relation 
to her outfit, and similar promotional 
gimmicks 

To implement the program, a chair 
man will be selected to oversee all the 
details of the promotion in the block in 
located 


slogan and 


wearing 


which his business is 
Members of the 
committee are: Walter Chevalier, Lane 
Bryant; Gerald Gellady, Ansonia 
Shoe Robert Fisher, of I Lewis; 
Myron Kaplan, I. Miller Shoes; Murray 
Rolfe, Dalsimer Shoe Store, and Stan 
Berger, of the M. W. Locke Shoe 


Store 


pecial promotion 


ley 


The combined committee agreed that 
should the 
cessful, downtown merchants will then 

[TURN TO PAGE 78, PLEASE] 


shoe promotion prove suc 
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New Shoe Store Bids for College Trade 


Plom"4 HATCHING HAND 
4 A 
& & 


Looking toward the rear of the new Blumenthal store, the shopper gets a view of 
the "Co-ed Department” set up specially for the high school and college trade and 
featuring casual styles. Note the bar at the left for shoes and matching handbags. 


JAMESTOWN, N. Y.—A special “Co-ed 
Department” is a feature of the newly 
opened Blumenthal’s shoe store at 216 
North Main Street here. 

The “Co-ed” section is located in a 
circular area at the rear of the store, 
decorated with pennants, photos, a 
totem pole and other props with a 
scholastic theme. Lower heel type 
shoes are featured in this section which 
is making a big hit with high school 
and college students in this area. 

The store has been completely re- 
modeled into a semi-salon type, with 
exposed stock on one half of the left 
hand side. A new ceiling has been 
installed. 

Lighting is fluorescent along one side 
of the store and incandescent along the 
other side. The incandescent lighting 
is provided by recessed spots. 

The store is carpeted wall to wall. 
The basic color of the store is light 
green, harmonizing with gray wall 
paper. 

A handbag bar and showcases are lo- 
cated on the right hand side upon en- 
tering the store. The cashier and wrap 
counter also are located at this point. 

Another effective display medium is 
a bar featuring matching shoes and 
handbags, located about half way back 
on the left hand side of the store. Four 
shelves feature a variety of coordi- 
nated shoes and handbags, specially 
selected by Blumenthal’s. 

The store has a seating capacity of 
82. Large upholstered chairs are ar- 
ranged in a somewhat casual manner 
on the selling floor, yet in sufficient 
straight line layout to make it easy 
for clerks to wait on the trade. 

A shadow box display is inset in the 
wall above a row of chairs on the left 
hand side. Another spot display rack 
featuring fashion shoes is spotted just 
inside the entrance at the left. 

The firm remodeled the back room 
area of the store to set up a new stock 
room that has a capacity of 6,000 pairs 
of shoes. 
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Edgar Rand Dies in Chicago 


Cuicaco — Shoe manufacturers and 
retailers attending the National Shoe 
Fair in Chicago were shocked to learn 
on Wednesday, October 26, of the sud- 
den death of Edgar E. Rand, president 
of International Shoe Co. Mr. Rand 
died at the Conrad Hilton Hotel and a 
heart attack was the cause. 

Mr. Rand was a man of many in- 
and philan- 
thropic. He had been working under a 
considerable strain in recent weeks and 
friends said that he had shown previous 
symptoms of heart trouble. He was a 
member of the National Shoe Fair Com- 
mittee and had taken an active part in 
plans and preparations for last week’s 
event in Chicago. 


terests, business, civic 





The exterior of the store also has 
been modernized and streamlined. A 
large electric sign features turquoise 
cathode neon against a dark green 
background. There is one large dis- 
play window on the right side, offset by 
three showcase windows at the left. All 
windows are set into black and green 
carrara glass. 

The store is owned by Sander and 
Sally Blumenthal who also operate the 
S. Blumenthal Company shoe store in 
Olean, N. Y. The Jamestown store was 
the original Blumenthal! location for 13 
years, but had been occupied by The 
Bootery for the past eight years. 

Lonnie Trowbridge is manager of the 
new store. He has had 25 years ex- 
perience as manager of Nisely’s shoe 
store in Erie, Pa. Eric B. Blumenthal, 
son of the owners, is assistant manager. 

The store features the following 
lines, exclusive with it in Jamestown: 
DeLiso Debs, Tweedies, Red Cross, 
Carmelettes, Mannequins, Life Stride, 
Arthur Murray, California Cobblers, 
Kickerinos and Penobscot Trampeze. 





Dates to Remember 
Show, Northwest Shoe 
Inc., St. Paul Hotel, St. 
Oct. 29-Nov. |, 
Pacific Travelers, 


Spring Shoe 
Travelers, 
Paul Minn. 

Spring Shoe Show, 
Hotel Vancouver, Vancouver, British 
Columbia Oct. 30-Nov. |, 

Spring Shoe Show, Michigan Shoe Trav- 
elers’ Club, Statler and Sheraton 
Cadillac Hotels, Detroit 

Oct. 30, 31- Nov. I, 

Spring Shoe Show, Pacific Northwest 
Shoe Travelers Association, Olympic 
and New Washington Hotels, Seattle 

Nov. 5, 6, 7, 8, 

Shoe Show, Tri-State Shoe Travelers 
Association, Statler Hotel, Buffalo, 
N. Y. Nov. 6, 7, 

Annual Spring Shoe Show, Indiana Shoe 
Travelers Association, Inc., Hotel 
Claypool, Indianapolis. Nov. 6, 7, 8, 

Spring Shoe Show, Southeastern Shoe 
Travelers. Hotels Henry Grady, Dink- 
ler, Peachtree and Piedmont, Atlanta 

Nov. 6, 7, 8, 9, 

Spring Shoe Show, The Southwestern 
Shoe Travelers Association, South- 
land, Adolphus, and Baker Hotels, 
Dallas Nov. 6, 7, 8, 9, 

Spring Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel William 
Penn, Pittsburgh 

Nov. 12, 13, 14, 15, 

Shoe Show, lowa Shoe Travelers, Hotel 

Fort Des Moines, Des Moines 
Nov. 13, 14, 15, 

Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Huckins Hotel, 
Oklahoma City, Okla... Nov. 13-15, 

Western Michigan Shoe Fair, Michigan 
Shoe Travelers’ Club, Pantlind Hotel, 
Grand Rapids, Mich. 

Nov. 13, 14, 15, 

Spring Shoe Show, West Coast Shoe 
Travelers Associates, Alexander Hotel, 
Los Angeles Nov. 13-16, 

Spring Shoe Show, Boston Shoe Trav- 
elers Association, Parker House, 
Boston Nov. 13, 14, 15, 16, 

Shoe Show, The Ohio Shoe Travelers 
Club, Deshler Hilton Hotel, Colum- 
bus, O. Nov. 20-22, 

Spring Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver. . Nov. 20-22, 

Shoe Show, Heart of America Shoe 
Travelers, Hotels Muehlebach and 
Phillips, Kansas City, Mo..Nov. 20-22, 

Spring Show, Popular Price Shoe Show 
of America, Hotels New Yorker and 
McAlpin Nov. 27-Dec. 1, 

Spring Market Week, The Boot and 
Shoe Travelers’ Association of New 
York, Inc., Marbridge Building, Em- 
pire State Building and McAlpin 
Hotel Nov. 27-Dec. |, 

Fiftieth Anniversary, Boot and Shoe 
Travelers Association of New York, 
Statler Hotel Nov. 29, 

Shoe Show, Shoe Travelers Association 
of Chicago, Morrison Hotel 

Dec. 4-7, 

Forty-second annual Mid-Atlantic Shoe 
Show, Hotel Benjamin Franklin, Phila- 
delphia Jan. 15-18, 

Convention, Empire State Footwear As- 
sociation, Onondaga Hotel, Syracuse, 
N. Y. Jan. 22-24, 

Summer Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel William 
Penn, Pittsburgh Feb. 5-8, 1956 


1955 


1955 


1955 


1955 


1955 


1956 


1956 
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FOR WORK OR PLAY 


THESE ) LONG WEARING STYLES THE DALLAS SHOW is 
‘The Buying Show” 


comma NDE pp 


Stock No. 458 

SMOOTH BURGUNDY SIDE 

Side Seam Blu. Ox. Natural Roll Bead 

Welt to Shank Wheeled Heel Seat. 12 

fron Natural Rubber Sole and 

Brown Heel 

Boy's sizes B, 3-6 

C, 2-6 
1-6 


0, 
Big Boy's Sizes B, C, D, 6-11 


Stock No. 875 
ALL PURPOSE WORK SHOE 


Featuring 
Outside Counter Pocket 


“Polyethelene Flexible Counter’ 
“Can't Break Down 
Ventilated Leather insole 

Rib Steel Shank - 
Heavy Duty 21 tron Cork Sole W 

Heavy Retan Upper Leather rite to 
Half Bellows Tongue 

E Width Sizes 6-12 


Goodyear Welts IN-STOCK | SOUTHWESTERN SHOE TRAVELERS ASS'N 


for immediate delivery 
ORDERS SHIPPED PROMPTLY Rooms 215-224 Southland Hotel 


A. S. KREIDER SHOE MFG. CO. 


ELIZABETHTOWN 


Goodyear Welt Shoe Makers for Three Generations of American Boys 
WE MANUFACTURE ONLY—AND DO NOT COMPETE WITH OUR CUSTOMERS 





SPRING SHOE SHOW 


November 6, 7, 8, 9, 1955 


OVER 500 LINES 
DISPLAYING IN THREE HOTELS 
ADOLPHUS, BAKER and SOUTHLAND 


PENNSYLVANIA DALLAS 2, TEXAS 








Chart Plan to Increase 


Sale of Summer Footwear 
[CONTINUED FROM PAGE 75] 

Leather Industries will prepare a 
suggestion sheet for participating man- 
ufacturers, in advance of any advertis- 
ing, to coordinate their advertising, 
selling and merchandising efforts. 

The organization also pledged itself 
to attend, with its key executives, each 
presentation by a manufacturer grow- 
ing out of and in conjunction with the 
nationwide promotion, and to share in 
the presentation of ideas. 

McCall’s Magazine agreed to contact 
the 17 manufacturers who have initially 
indicated support of the program, to 
make a presentation in support of these 
manufacturers. The magazine said it 
would set up meetings with manufac- 
turers and key personnel, prepare the 
physical set up for the presentations, 
design individual merchandising pack- 
ages, attempt to sell key department 
stores and large independent stores on 
the importance of the promotion, set 
up special sales meetings to indoctri- 
nate manufacturer’s salesmen, prepare 
a primer to go to all manufacturing, 
agency and retail personnel involved in 
the promotion and also to advertise the 
promotion in advance of McCall's issue 
date. 

Leather Industries of America and 
the magazine announced that the fol- 
lowing manufacturers will participate 
in the promotion: 
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Vitality Division of the International “We will be occupied for a long time 
Shoe Company, the Air Step Division in organizing our new Canadian opera 
of the Brown Shoe Company, the Nat- tions. The statement in Canadian nev 
ural Bridge and Miracle-Tread Divi- papers which indicated that we in 
sions of the Craddock-Terry Shoe tended to go into the retail busine 
Corporation, the Sundial Division of the jn Canada was very obviou 1 typo 
International Shoe Company, the Red graphical error.” 

Cross Division of the U. S. Shoe Cor A Canadian Press dispatch quoted 
poration, the Jacqueline Division of the Mr, Lee as saying that Shoe Corpora 
Wohl Shoe Company, the Enna Jettick tion of America plans to enter the 
Division of Dunn & McCarthy, Town  yetail trade in Canada. The | 

and Country Shoes, and the Accent pany tops hoe retailing 
Division of the International Shoe pnnyal $100,000,000 busine 

Company. 

Also, the Endicott-Johnson Shoe 
Corporation, Sandler, Desco Shoe Cor 
poration, Tweedies, the Daniel Green Indiana Shoe Show Expects 
Company, the Naturalizer Division of ah 9m Pehih: 
the aml Shoe Corporation, Cobbler More Than 125 Exhibitors 
of California, and the General Shoe INDIANAPOLIS— More than 125 exhib 
Corporation. itors are expected to display their latest 

Spring lines at the thirty-fourth annual 


U. 8 


Spring shoe show sponsored by the 
Shoe Corporation Denies It Indiana Shoe Travelers Association for 
Will Enter Canadian Retailing '1"¢¢ 44¥* beginning November 6 at 
the Claypool Hotel here, it was an 
MIDLAND, ONT. — Herbert C. Lee, nounced by E, C. Smeltzer, show pub 
chairman of the board of Sidney Cap- licity chairman and representative for 
lan, Ltd., Midland, denied that any of the Life Stride Division of the Brown 
his companies were intending to enter Shoe Company. 
the retail shoe trade in Canada. High points of the show will be a 
Mr. Lee, whose Shoe Corporation of salesmen’s buffet November 5 and a 
America recently acquired a substanial cocktail party and buffet supper in the 
interest in Hewetson Shoes, Ltd., of hotel’s Riley Room November 7. A 
srampton, Ont., as well as Midland hospitality room will be available for 
Footwear Manufacturing, Ltd., and guests. 
Fern Shoe Company, Penetanguishene, Buyers are expected from Indiana, 
Ont., said: I}linois, Kentucky and Ohio 





Drop in at the 


PPSSA 
Room 529 


Hotel New Yorker 


ROYAL 
WORCESTER 


SPORT BOOTS 


(Petented) 


A lot of shoe people thought it couldn't be done. 


But we did it 


We found the way to build a fully-insulated boot of leather, so 
you can give your customers both of the features they want most — 
in a handsome, rugged sport boot that actually retails for less than 
many non-insulated or non-leather boots! 

There's fast turnover and a generous profit margin at your low 
retail price of about $16.95 for the popular 8-inch “Royal Worcesters” 
in either plain or moccasin toe, Available in 6- and 10-inch tops, too, 


for both men and women 


Order “ROYAL WORCESTERS” From Your Jobber Now — Write 


for folders, free sales aids, 


WORCESTER 


SHOE COMPANY 


Philadelphia Shoe Men 


In Downtown Promotion 
[CONTINUED FROM PAGE 75] 
initiate other similar promotions salut- 

ing other groups of merchants. 

Editors of the Philadelphia Jnquirer 
compiled research material for the 
benefit of the meeting to show the mer- 
chants what similar promotions had 
accomplished, 

Mr. Finn cited some of these items 
during his introductory § remarks. 
“Bethlehem, Pa.,” said Mr. Finn, “ran 
its first full page cooperative down- 
town ad themed, ‘One Stop Does It All 
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NATIONALLY ADVERTISED 
im leading outdoor magazines 





69 HAMMOND STREET 
WORCESTER © MASS. 








Made in Canede os “Sisman-Bushmaster Shoe” by 
T, Sisman Shoe Co. Lid., Aurore, Ontario, Canada 


When Bethle- 
hem.’ 

“Downtown Louisville declared war 
on Suburbia. The increasing trend to 
suburban shopping centers had local 
merchants coming out fighting. Louis- 
ville merchants, and local newspapers 
have come up with a plan calling for a 
h2-week campaign of full-page ads in 
the two local newspapers. Virtually 
every downtown merchant taking part 
in the biggest cooperative advertising 
effort in the city’s history. 

“The campaign which started Sep- 
tember 1, 1954, has 159 accounts. Mer- 
chants, service firms, banks, parking 


You Shop Downtown 


lots, garages, restaurants, theaters, 
hotels, public transportation firms and 
real estate interests. The theme of the 
fight is ‘Downtown Louisville Has 
Everything—Quality, Value, Selection, 
and Assortment.’ 

“Oklahoma City, October, 1954. 
Downtown stores were jammed, traffic 
slowed to a standstill as shoppers 
waited for the magic words to come 
over a public address system, linking 
the 54 major stores. It was the Okla- 
homa City Retailers Association’s sec- 
ond weekly holiday drawing, with a 
$1,000 award or a free vacation in 
Mexico.” 

Mr. Finn said retail shoe merchants 
becoming anxious over shifting 

He cited the case of Los 
where, according to Harry 

general manager of the 
Downtown Businessmen’s Association 
of Los Angeles, about 33 per cent of 
department store business is now being 
transacted downtown compared to 75 
per cent in 1929. 

He said that in the Chicago area, 
state retail tax receipts show that while 
1953 sales in the central part of the 
city were up about 6 per cent over 
1952, sales in Cook County were up 
17.5 per cent, and in one suburb, Park 
Forest, volume shot up 216 per cent. 


were 
statistics. 
Angeles 

Morrison, 


Children’s Sylflex Shoes 
Introduced at Retail Level 


NEw YORK Children’s shoes of 
leather tanned with Sylflex have just 
been introduced in the New York mar- 
ket through six children’s shoe stores 
located in the greater New York area. 
It is the first time such shoes have been 
made available to consumers at the re- 
tail level. 

Sylflex is the Dow Corning silicone 
tanning process that makes leather per- 
manently water-resistant but still re- 
tains the leather’s important “breath- 
ing’ quality. Sylflex tanned leather 
shoes for children were introduced to 
the trade at a press conference last 
April. 


General Shoe Company Buys 
20-Year-Old Price’s Store 


SAN FRANcIsScO—Edward I. Price, 
president of Price’s, Inc., 718 Market 
Street, here, announced the sale of the 
firm to General Shoe Company, Nash- 
ville. 

Price’s, Inc., was established in San 
Francisco more than two decades ago 
by Bernard W. Price. There are nine 
stores in the Price chain, one in Seattle 
and one in each of the California cities 
of Sacramento, Oakland, San Fran- 
cisco, San Fresno, Los Angeles, 
Hollywood and Long Beach. 

These stores offer high style men’s 
shoes under their own label. With the 
sale of the firm Bernard Price an- 
nounced his retirement. Edward I. 
Price remains as general manager of 
the nine stores. 


Jose, 
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genuine Coordinated Shoe Promotion Write! Phone!” fer the classic calf with 


a ‘ on he closed toe and were assured there 
pumps, slings Creates Repeat Customers wa no $size problem here. Copy under 


and sandals with SYRACUSE, N. Y. Very satisfactory 8 aimost actual size illustration read 


matching bags to results were reported by Sherwin Hen- pe = peee —_ neta: Seaeee oe ait 
enfeld, shoe buyer, at the close of a izes, including the reader’s. The ad in 
retail about $12.95 10-day promotion on Florsheim’s ‘“Ame- cluded one of the store’s favorite gim 
lia” pump at Dey Brothers recently micks, a return mail order coupon 
Holder of the exclusive franchise for Point-of-sale interest was high in the 
this manufacturer’s line of women’s second floor salon, according to Mr 
shoes in this area, Dey’s installed a Henenfeld. All customers, regardless of 
street window display showing a dozen what they were shopping for, wer 
pairs in brown, blue, black and red, tactfully shown the “Amelia” upon vis 
along with the complete size chart. iting the department 
his was followed by a quarter-page Mr. Henenfeld said he had found thi 
ad in the Syracuse Herald-Journal. kind of promotion excellent in creating 
Readers were urged to “Come! “repeat” customers 






























































FOR IMMEDIATE DELIVERY 


BRENTWOOD 


write for catalogue SE[E AWS Custom calf in Highland 
: OOOO ; Tan or Black Heather 


um 


Flex-Mor Shoe Co. Rochester, N. H. \ \ <a The Allen-Edmonds craftsman 
. . > : , whose understanding hands fashion 
Shoe Men, Guests of Walt EE FEREES the wrinkle-free, snug ankle fit of 


Disney, Inspect Shoe Store Allen-Edmonds shoes has your foot comfort 


Ms ) in mind! He creates shoes with all-round 
ih 2 


a: array nfs rail stitching that follow your foot in action with cork 
Blu et wih Chees f CAikdun ‘ ff cushioning and nailess construction that help 
: guarantee foot comfort —in writing! Try Allen-Edmonds 

once — you'll wear ‘em always! Most styles $24.95 








The Shoe of Tomorrow 


Ahlen Edwonds 


Beigium, Wisconsin 

they roll they bend 
to follow your Your dealer is listed in the yellow pages of 
foot in action! your telephone book or order direct 


George Nacht, left, vice-president of the 

Shoe Corporation of America; his wife, And Smo-o-oth Selling! with consistent advertising like this 
Trudy, and Philip Aronov, president of slanted ta etvie-conscious. comfort-conecioue American your 
Aronov of California, are shown during 
an extended tour of Disneyland as guests 
of Walt Disney. The tour included an in- P ; ' ; 

spection of GallenKamps' Blue Bird Shoe PIME — October 31 ESQUIRI December 
Store, in front of which they are stand- 
ing. Aronov manufactures casuals, many 
of which are sold by Shoe Corporation, 
of which GallenKamps is a subsidiary. 


finest Allen-Edmonds prospects! See it in 


Ever Notice How Many Leather Experts Wear Allien-Edmonds? 
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York Shoe Show—Nov. 27-Dec. | 
Rooms 1650-5! 


New 
Hotel New Yorker 
In attendance 


Atianta Shoe Show—Nov 
Piedmont Hotel, 
M. K. Weil, Paul Sigan, Abe Eisner, Jesse Plotkin and Mark Epstein 


SEE US AT THE FOLLOWING SHOWS 


Dalias Show—Nov. 6-9 
Adolphus Hotel, 


Parior C Room 


We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


cancellation 
i alel-Mticle-. mel aha-mrlatmelale| 
shoe promotion buyers 


123% 


Shoe Show—Nov. 13-16 


Rooms 821-823 


Los Angeles 
Hote! Alexandria 


Our prices on fine shoes, 


bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


Shop Doubles Volume Since World War Il 





Wilson’s of Muscatine, la., Credits 
with Changing Trends in D 


MUSCATINE, Ia.—The Wilson Shoe 
Store of Muscatine, Iowa, lays claim to 
being the oldest shoe store in the state. 
The firm celebrated its hundredth an- 
niversary last year. But, the owners 
have not been content to ride along on 
age and reputation alone. 

The store has been able to increase 
its volume World War II to an 
all-time high by an extensive moderni- 
zation program. It has also kept pace 
with changing trends in display and 
merchandising. The increased volume 
has continued despite stiff competition 
other stores in a town 


since 


from six shoe 
of 23,000 

The firm was established at and has 
remained in the present location, It 
has been in the same family since 1873. 
It was established by W. S. Stewart, 
vho was joined by his son, Theodore 
Stewart, in 1861. The Wilson family 
into the business through the 
grandfather of one of the present 
partners, Richard H, Wilson, and has 
been in the hands of a string of Wilsons 
Dick Wilson’s uncle, Robert 
Wilson is the other partner at present. 

When the business was started, all 
of the sold, were made on the 
econd and third floor of the building. 
They were dropped through trap doors 
from floor to the other until the 
finished product ended up on the selling 
floor, where stock was kept in bins. All 
of the hides used in making the shoes 
were cured, scraped, and tanned in the 
basement, both for the soles and uppers 
if the boots. 

During the period of the Civil War 
as manufacturing ef shoes became more 
common, the manufacturing operations 
of the diminished. They were 
discontinued completely in the early 
1880's except for the “special order” 
boots. Until the early 1900’s these rep- 
resented a lively end of the business 


ever since. 


shoes 


one 


store 
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Traffic Increase to Keeping Pace 
isplay and Merchandising. 


the last old 
possible to 


Even up until 1931 when 
shoemaker died, it was 
secure a pair of custom made boots at 
Wilsons. The store still maintains a 
complete repair shop in charge of a 
shoemaker who hag been with the firm 
for 34 years. 

Mr. Wilson reports that the store has 
been able to more than double its 
volume since World War II by a store- 
modernization program. He be- 
lieves this should be encouraging to 
some independents who believe they 
can no longer combat the chains. Mus- 
catine, he points out, has two independ- 
ents and five chain shoe stores, in 
addition to the usual J. C. Penney 
Company, Sears Roebuck, Montgomery 
Ward, and Grant’s units. 

The modernization program included 
the face of the building, with installa- 
tion of modern open front windows. 
New lighting, new fixtures, and air 
conditioning were installed. 

He believes that the use of well kept 
windows and effective interior displays 
is probably the one most important 
factor in any well-run shoe store. “We 
have also concentrated on good lines 
and stuck to them,” said Mr. Wilson, 
“advertising them regularly. We have 
also tried to remain with our selected 
grades and give our customers a larger 
and better selection of both styles and 
sizes within those grades than most of 
our competitors are able to. This can 
be done by not trying to cover the price 
field too widely.” 

Wilson’s caters to the middle-of-the- 
road customer both in staple and high 
style shoes. Men’s shoes range in price 
from $8.95 to $16.95. Women’s run 
from $6.95 to $12.95. Children’s are 
$3.95 to $6.95, and sports and casuals 
$6.95 to $7.95. 

There is a complete line of rubber 
footwear in both staple and style items 


wide 


makers are in line with our 


nationwide reputation 


Quality Shoes: Since ‘32 


M. K. WEIL Shoe Company 
“While in Town See Weil” 
1215 Washington Ave., Saint Louis 3, Mo 


Sample Rooms: Los Angeles +» New York 


and customers are offered two grades 
in almost every item. The store adver 
least once a week in the local 
ties in with radio with all 
of the special promotions, sales, and 
seasonal events such as Easter, There 
are only two sales a year of two and a 
half weeks duration. They are held 
each January and July. 


tises at 
paper and 


Showing customers the complete 
selections they expect each new season 
and still keeping inventory in balance, 
is seen by Mr. Wilson as one of the 
most pressing problems of retailers 
today. At the same time the retailer 
must make sure he gets his turnover 
and watches his markdowns. He com- 
bats this by sizing all lines once each 
week, and it has been his experience 
that this can be done only by carrying 
such lines as offer this service. “By 
keeping missing sizes coming each week 
you get your turnover and maintain 
inventory balance,” he points out. 
Wilson’s the entire month of 
September as a promotional period in 
recognition of the anniversary. During 
that time as a special feature they gave 
away 100 pairs of shoes, nylons to all 


used 


women purchasing dress shoes, anklets 
with all kits 
with all men’s shoes. 

As a special feature, Harry Ander- 
son, veteran shoe traveler and salesman 
for Pfeiffer’s, Inc., was in the store for 
Mr. Anderson, who is 94 
years old, was referred to as being 
“almost as old as the store.” He sold 
one of his first orders in the store some 


sports shoes, and shine 


two days. 


70 years ago 


New Shoe Store Opened 
In Suburban Center 
Another 
Fresno, in the su- 
Shields Avenues 
Kelley Caddell 
downtown 
Paul Jones has been appointed 
of the outlet, a family 


store 


FRESNO, CALIF. shoe store 
has been opened in 
Cedar and 

center, by 
also of a 


burban 

shopping 
Shoes, operators 
store. 
manager new 


shoe 
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Plans Maturing for N. Y. village. Ownership of the firm is pump. It is a real shoe that was cast 
similar to, but not identical with, the in gold—-not plated, but solid gold. It 

Travelers’ Golden Jubilee Parlor City Shoe Company of Bingham was delivered to the store in a Brink’s 
New York—Preparations have been ton and the Triple Cities Shoe Company armored car. According to the store’s 
president, William J. Walsh, it’s the 


onl 


gaining momentum for the Golden of Johnson City. 


Jubilee celebration of the Boot and Shoe y such shoe in existence. 


Travelers’ Association of New York. co ; _ / The shoe’s value was the subject of 
bimegy 2 : age = “seis . i Shoe Store Marks 50 Years a contest running throughout the 
The event will be held November 29 in n wane 
the main ballroom of the Statler Hotel. With Gold Shoe Promotion month Each week an entire wardrobe 
? > e of shoes was awarded to the person 
The Golden Jubilee is the only gala BosToNn A solid gold shoe was the coming closest to guessing the shoe’s 
shoe event scheduled for I*all. Most of center of attraction in the main window’ worth Only two people know the 
the shoe manufacturers and retailers of Walsh’s Shoe Shop, Arch Street, actual value—Mr. Walsh and the man 
will be in New York for the Popular here, where it remained throughout the who gold-cast the shoe. 
Price Shoe Show, and it will be a con month of October as part of the store's The store announced the novel pro 
venient gathering place fiftieth anniversary celebration. motion through advance publicity and 
An impressive line-up of radio and The shoe is a women’s plain opera followed up with local ads 
TV stars will be on hand. 
Subseription price is $15. Matters 
may be expedited if checks are sent to 


the Dinner Committee, Room 417, Mat 
bridge Building, 47 West 34th Street, QUAI £ } YW 
New York City. 
’ 
boys’ shoes that 
Separate Children’s Section ° 
i give you 


Advantageous to All Lines 


ENpicott, N. Y.—Rapid growth of STEADY PROFITS and 
juvenile shoe business at the Endicott a. STEADY CUST ' 
Shoe Co., here, has made necessary @ OMERS « 
the opening of a large new section to ; . 
the opening of a large new section , Brooks boys’ shoes have unique construction 
devoted to the needs of that age group. 

With the family shoe store at 25 
Washington Avenue almost bursting 
at the seams, the management decided 
to make more room for all departments cially crafted to stand up under the 
by giving the children’s section a home 
of its own in a 20 by 51-foot store 
at 23 Washington Avenue. give the kind of wear that brings 

The two stores are connected by a ' 
large opening in the dividing wall, and customers back! If you sell 


features that guarantee their long wear, fine 


fit and genuine comfort. They're espe 


rough use boy’s shoes receive, and 


served by a single cashier who also 

wraps merchandise, boys’ shoes, you owe it 
The juvenile shop carries sizes from , . to yourself to inveati- 

infants through high school for boy : ; 

and girls. The firm feels that the : gate Brooks! 

separation of youngsters from other ' 

patrons will work to the advantage of 


both sections. Business in the men’s Fashionable black leather, plain toe, 2-eyelet tie 

P , Ye ar : will I . Leather Barbour storm welt, white stitch on welt, wheeled 

and women’s departments wi ye more heel seat, full grain leather insole, leather quarter lining, 

tranquil and the younger set can buy Pacifate twill lining, heavy nuclear outsole, rubber heel, on 
: our Combination last. Also available in Cordoven color as 


footwear without too much restraint 8008. IN-STOCK, A to D, 2 to 7, to retell ot $6.95 
Visible stock shelves are confined to 

one wall of the juvenile store, with the 

other walls treated in a decorative a 

manner. including wallpaper with a ee STITCHING 

youthful appeal. CLOSED SEAMS 


There are 20 seats for customers. A check these une eA rate 


special fitting settee for young children 

: : : “BROOKSY” 
has been moved from the old depart unique 
ment and an X-ray machine is avail — GAMO ANALG 


\ TYPE LEATHER UPPER 
able for those wanting it. features for oe 


Opening publicity for the new store | ¢ : 
P ° one A Gtruint Lbatnee 
teok an unusual twist with the mailing onger wear Vv ‘wai moe 
a ‘ 
of personal invitations to every boy one vat a \\ 
and girl on the store’s list. In some ee a \ 


cases, this meant multiple invitations d 
going to a single family Write today for lla ai 


Bovs’ and girls’ bicevele three pairs FREE waiting ~ 
of boys’ shoes and rubbers, and three IN-STOCK catalog! > eet oe 


pairs of girls shoes and rubbers were AO exten weas 


Ee THE WILLIAM BROOKS SHOE CO.—NELSONVILLE, OHIO 


Endicott Shoe Company is managed 


by John Chinper. It has the largest “World's largest independent manutacturer of boys’ welt shoes” 
floor space of any shoe store in the 
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‘“SUPERSOLE” 


\ 
»\ \WATER RESISTANT 
“SYAS LEATHER CAN BE! 


HE same exclusive tanning process that builds EXTRA 

WEAR into every pair of “SUPERSOLES” also makes 
this genuine leather sole as WATER-RESISTANT as it can 
be while retaining all its natural “breathing” qualities 
so essential to good foot health and comfort! 


“SUPERSOLE” won't slip on wet grass or other slick 


surfaces, either. You just can’t buy a better sole — and 


neither can your customers! 


Want LIGHTER WEIGHT? Greater FLEXI- 
BILITY? Get “SUPERSOLE”! Stitch It — 
cement it — work it “dry”. You've never 
handied an easier sole to work with! 


VIRGINIA OAK TANNERY 


SALES CORPORATION Only genuine leather 


“SUPERSOLE” bears this 
27 SPRUCE STREET NEW YORK, N. Y. VOTAN trade-mark. 


Southwestern Shoe Show Mexico, Colorado, Kansas, Arizona and 
: Missouri with a large number also on 
Expects Record Attendance record from Mexico City and other 
DALLAS—More than 400 rooms will ‘0uth-of-the-border towns. 
be used to display approximately 500 Preceding the opening of the show, 
hoe lines when the Southwestern Shoe the Southwestern Shoe Travelers As- 
lravelers Association holds its semi- sociation will have its forty-fourth an- 
annual shoe show November 6 through nual meeting. According to Paul B. 
0 at the Adolphus, Baker and South- “Schroeder, secretary- manager of the 
land hotels here. association, new officers will be elected 
lhe show, which has grown progres- at this time. 
ively bigger and better with each Current officers are O. B. Heaton, 
season, is expected to attract record- president; Lacy F. Moseley, vice-presi- 
breaking crowds. Current requests for dent; W. W. Pugh, treasurer; Mr. 
sleeping rooms are from buyers and Schroeder, secretary-manager w ith 
merchants from Texas, Oklahoma, headquarters in the Southland Hotel 
Arkansas, Louisiana, Mississippi, New A. D. McCoy, Lou Mirsky and Sam 


82 


H. Emmett, two-year directors; and 
Kirby Taylor, Dave Bloom, E. F. 
Mahaney and Joe H. Reinhart, one-year 
directors. 


Seattle Shoe Fair Scene 
Of Forum for Retailers 


SEATTLE—A panel consisting of lead- 
ers in the shoe industry has been in- 
vited to participate in a forum for re- 
tailers during the coming November 6-8 
Shoe Fair here, beginning 8.30 P. M., 
November 6, in the Windsor Ballroom 
at the New Washington Hotel. 

Ellis F. Murphy, chairman of the re 
tailers’ forum committee, said the pur 
pose of the program is “to give the 
retailer practical assistance in his own 
operation.” 

Prominent manufacturers on the 
panel will include Jim Legg, vice-presi 
dent of Heydays Shoes, Inc., and Phil 
Miller, vice-president of Town and 
Country Shoes. Mr. Lege’s subject is 
“Retailers’ Relationship With Manufac- 
turers and Salesmen,” while Mr. Miller 
will speak about “Creative Selling for 
Us Both.” 

Retailers on the program will include 
Art DeMaris, of Burch’s, Fugene, Ore., 
“How to Build a Greater Children’s 
Shoe Business”; Lee Bumgarner, of 
David’s, Richland, Wash., “Tips to 
Family Shoe Operators,” and Mrs 
Martha Weisler, owner of Martha’s Ad 
vertisine Service, Los Angeles, “Mak 
ing Advertising Pay Off for Your 
Store.” 

Gene Hickok, district manager of 
Flynn Forwarding Company, will dis 
cuss shipping rates and transportation 


| problems. Charles J. Miller, of the Col 


lege of Business, University of Wash 
ington, will act as moderator 


Black Walnut Trim Used 
In Remodeled Store 


BuFFALO, N. Y. The new Regal 
Shoe Shop, 368 Main Street, has been 
reopened following a major remodeling 
program. This is the firm’s 58th year 
in Buffalo. 

The entire store has been redone, 
with an exterior of gray and maroon 
granite and new and broad display 
space on both Main and Eagle Streets. 
The entrance now is on Main, while 
formerly it was a corner entrance. 

Black walnut is used for the interior 
trim. There is all new equipment, in- 
cluding chairs and fitting stools of 
special design. The ceiling is of ac- 
coustical tile with recessed modern 
incandescent and fluorescent lighting 
fixtures. Covering the floor is a special- 
ly-designed carpet with a square 
pattern in blended shades of brown 
and gold. 

There is one wall of exposed shelv 
ing. A hosiery bar and showcse are on 
the side opposite the door. A lighted 
screen of walnut paneling divides the 
selling area from the stockroom. The 
store is air-conditioned 


Boot and Shoe Recorder 








Fitting Old Tradition 
At Canadian Store 


OTTAWA, CANADA—A house with a 
history, that is the firm of Bruce Stuart 
and Company, in Canada’s capital. One 
of Ottawa’s most progressive shoe 
stores, it celebrates its fiftieth anniver- 
sary this year. Founded by Bruce 
Stuart on the same site it still occupies 
at 275 Bank Street, the store was origi- 
nally his family home. In the boxroom 
at the back of the store, can still be 
seen traces of what used to be the out- 
side wall leading to the carriage room 
and stables. 

Shopping at Stuart’s has long been a 
tradition among Ottawa families. Since 
Mr. Stuart opened his shoe store on 
Bank Street 50 years ago, many 
changes and improvements have been 
added. But the store’s policy of style 
with comfort has remained unchanged. 

Since January of this year, J. A. 
Grignon, recognized as one of Ottawa’s 
foremost precision shoe fitting experts, 
has been manager of Bruce Stuart and 
Company, bringing to the store the 
added benefit of his long and successful 
experience in many leading orthopedic 
and shoe stores in Ottawa and Hull, in- 
cluding Carkner’s and the Locke Clinic. 

Although he prefers not to talk about 
his own achievements, other shoe busi 
ness experts have figured out that in 
his 36 years’ selling experience he has 
fitted rather more than 250,000 custom- 
ers, or more than the entire population 
of Greater Ottawa. He has also bought 
at least $5 million worth of shoes dur- 
ing his buying career for various Ot- 
tawa and Hull stores, and in this way 
exerted a great influence over women’s 
shoe styles in the city. 

Mr. Grignon is reticent 
talking about the progress at Bruce 
Stuart and Company. No one can re- 
member inst who invented their famous 
slogan, “Limp in—Dash out.” The 
motto stands for orthonedic and correct 
fitting, but style is never sacrificed in 
the search for comfort. 

To help an enlarged permanent staff 
of experienced shoe fitters live up to 
the Stuart reputation, the store has in- 
stalled the most modern equipment 
available for scientific measuring. 

There’s even a machine that takes a 
picture of every customer’s footprint 
to tell the inside story of correct indi 
vidual fit. A special workshop on the 
nremises takes of necessary ad 
justments for difficult cases 


when 


less 


care 


Brandeis Opens Shoe Section 


OMAHA, NeEB.—Brandeis Department 
Store had opened a new shoe section 
on fourth floor for children’s and 
young men’s footwear. The new de- 
partment will be known as the Youth 
Center and will feature free check-up 
of children’s feet. 
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San Francisco New Proving 
Ground for High Style Shoes 

SAN FRANCISCO—San 
become a proving ground for 
high style shoes, according to Larry 
J. Horan of New York. Mr. Horan is 
the president of Hanan & Son, San 
Francisco, and J. & J. Slater, New York, 
both widely known houses that 
were founded 106 years ago 

Mr. Horan outlined his plan to test 
footwear styles in San Francisco: “We 
test high Palm 
Beach, and Francisco 


Francisco will 
soon 


shoe 


shoes in 
San 


style casual 
will make 





-—_™- 
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Promotions 





for high 


beautiful, 
Chere’s won 


a testing ground 
style tailored footwear. 
derful acceptance among San Francisco 
women and treatments 
that are new. In they are 
ahead of the rest of the country.” 

For the first time J & J Slater foot 
wear will be available in San Francisco 


for silhouettes 


this way 


at the Hanan store, 157 Geary Street, 
and in the near future there are plans 


to coordinate some of the Hanan lasts 
with those of Slater, so that women on 
the East and West Coasts will have 


an opportunity of hoes in 


wearing 


both well-known lines 





Make It The “Right Xmas” With 
Pierce Fitall Shoe Trees 


Funct onally designed to 


serve the new snoe 


shoe trees are ideal for 
tion selling. 
You can make it tne 


your customers 
shoe trees. 
related shoe sale 
children. 

Why not pian To 


tor all members of the 


regarding your needs 


They are an 


tery 


tary 


enhance ana pre 
genuine Pierce 
(hy tmas gift prom 


Right XK ry } toy Qg Cyt 


by suggesting and selling Fita 


easy t¢ use notura 


Tor mer womer ana 


f 


Go atter this Xmas busine: 


ily? Write us today 


tor spec ally designe j, af 


tractive, seasonal Xmas pac kaging and display 


program. 
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BROCKTON 62 
MASSACHUSETTS 


COMPANY 


If you like your independence 

if you want freedom to stock 
and sell what you want when 
you want here's the key 
Deal with Holland Racine, in 
dependent for 60 years. There's 
profit for you in those well 
known Doctor, Holland, and 
McCoy shoes. There's oppor 
tunity for you in Holland Ra 
cine's merchandising policies 
that help you instead of com- 


peting with you 


ot 5, WRITE TODAY 
“ % FOR 
. I ? DEALERSHIP 


“Memeot DETAILS 


HOLLAND RACINE SHOES, INC. 


HOLLAND * MICHIGAN 


Nashville’s Newest Opens in Green Hills 
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With prancing pink ponies and excited blond children furnishing the primary decor, 
Nashville's newest shoe store opened in the new Green Hills Shopping Center. 
Patron No. 1 for the rocking horse section was pretty Van Meter Bailey of San 
Diego, who was visiting her grandparents, Mr. and Mrs. W. M. Blackie. Her grand- 


father is executive vice-president of General Shoe Corporation. 


From left, in 


the photo, are John Berglund, manager of the new Bell Brothers store, and P. C. 
Runyon, head of all Bell Brothers retail family shoe stores. 





George E. Keith Opening 
Two Deluxe Retail Outlets 


sosTON—Geo. E. Keith Company, 
Mass., manufacturers of Walk-Over, 
Keith Highlander, Standish and Joyce 
shoes for men, announced the opening 
of two new stores, one in San Francisco 
and the other in Denver. Both stores, 
in addition to being ideally located in 
their respective cities, are the last word 
in modern design and equipment. 

The Denver store, opening about No 
vember 2, has a polished granite front, 
with large display windows glassed on 
three sides. For the convenience of 
customers, there is a shoe shine stand 
located immediately inside the entrance. 

The interior of the store is finished 
in walnut, with wall-to-wall carpeting. 
Exposed shelving makes for convenience 
in selling, and heavy, clubroom-type 
chairs add to the customer’s sense of 
luxurious comfort. 

On the lower level is a complete and 
fully equipped office, and 
duplicate stock. Racking space in the 
store will accommodate 10,000 pairs of 
shoes. The building has a 24-foot front 
age, and is 60 feet deep. 

Manager of the store will be Richard 
Knowles, a graduate of the University 
of Utah. 

Keith’s San Francisco store at 765 
Market Street is the 
coast store opened by the company dur 
ing the past eight 
opened on October 15. 

Like the new Denver 
finished in walnut, with wall-to-wall 


racks for 


fourth west 


months. It was 


store it is 


carpeting to blend with the green up 
holstery of the heavy leather-covered 
chairs. Toward the back of the store 
is a large tiered center display, and 
shadow box displays hang on the walls 
At the right of the entrance is a hosiery 
bar and the cashier’s desk. With overall 
dimensions of 22 feet front by 65 feet 
depth, the store has racking facilities 
for 12,000 pairs of shoes. 

Marcus Goldberg. trained in Walk 
Over’s Oakland headquarters, under L 
S. Cadwell, regional manager, is man 
ager of the new San Francisco unit. 


Chicago Retailer Issues 
32-Page Shoe Catalog 

CHICAGO—A 32-page catalogue en- 
titled “Joseph—First to Influence Shoe 
Fashions” has been issued by Joseph 
Salon Shoes. Selections shown range 
all the way from extreme high fashions 
to rugged type casuals. 

Two pages are devoted to formal 
shoes, several to cocktail styles, in- 
cluding patterns in black silk crepe 
imported from France. Special divi 
sions include “afternoon in town,” 
“you can’t go wrong with a pump,” 
“lets go for a walk,” and “majors on 
every campus.” 

Heels receive special attention, with 
“carefree little 
another to “the thinnest mid 
made,” and “ 


one page devoted to 
heels,” 
elegant 
slim mid-heels.” Dull black matte calf, 
gray, and tortoise shell are highlighted 
as fashion firsts and favorites with 
the firm 


hee] ever, ever 
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About Shoe People 


Several changes and promotions in 
executive posts in the shoe departments 
were made last month by the J. L. Hud- 
son Company, major department store 
in Detroit. In the main store, Paul 
Sabin, with the company for over two 
decades, has resigned as buyer of men’s 


shoes. 


The couple became acquainted in St. 
Louis and were married in 1905 in Car- 
lisle, Tl. 

Mr. and Mrs. Bennett moved to Co 
lumbus in 1908. Mr. Bennett is a re- 
tired employe of the former Edwin 
Smith Shoe Company. He was associ- 
ated with that firm 30 years. 


years at 1005 Fair Oaks Avenue in 
South Pasadena, Calif., has moved into 
a new site, newly fixtured, two doors 
north. P. Unruh, owner says the move 
was increased 


business 


made necessary by 


* * @ 

Michel Singer, who was merchandis 
ing manager for the Famous Depart 
ment Stores for 30 years, and Sandy 
Menein, who and 
also a shoe retailer for 20 years, have 


was a shoe traveler 


just opened a large Outlet Shoe Store 
at 1330 Sartori Avenue, 
Calif., called Torrance 


Gordon Dawson, formerly assistant, a ae ok 
has been promoted to buyer of men’s 
shoes in the basement store. A gradu- 
ate of Yale and the Babson Institute, he 
has been with the firm for four years. 

At the Northland store, William 
Lawton has been named department 
manager for men’s, women’s and chil- 
dren’s shoes. He has been with the firm 
for 14 years, and was formerly assis- 
tant buyer for misses’ and women’s 
coats and suits. 

Charles Cunningham, with the firm 
for a quarter century, has been upped 
to department manager for women’s 
shoes at Northland, succeeding Bernard 
Roszell, who resigned. He was origi- 
nally a salesman in the women’s shoe 
department in the downtown store, and 
subsequently became assistant buyer. 

Also at Northland, Miss Adeline 
Droesch, formerly a saleswoman in 
women’s and children’s shoes, has been 
named sales supervisor for women’s 
accessories, and Warren Schmekel, for- 
merly sales supervisor for men’s and 
boys’ clothing, has been named to the 
same post in the basement shoe depart- 
ment, succeeding Marion Armstrong, 
who resigned, 


Torrance, 


Unruh Shoes, located for the past six sootery 


STER’S NEW 
IRD” STYLE 


GIVE YOU 
A HEAD START 
ON SPRING 


STEP. M 
As 
“EARLY 


2503 - Black patent 


ABC 12%-4 


olan lol Amelie Me Tal: 


+ * 


Richard Lake, owner of a shoe store 
in Hillsdale, Mich., for the past five 
years, opened another store at 238 
West Western Avenue, Muskegon. The 
outlet has been remodeled and redeco- 
rated and will be known as Dick’s Shoe 
Store. 


2514 - Black Patent 
B-5%-8,CD 4-8, 
BCD 8% - 12, 

ABCD 12% -4 


Get ready for a good Spring .. . 
order now for early shipment... be 
sure to include all 5 of these 
Step Master “early birds”! 
* ¢ © For wider selection, wire, write or 
Lester D. Hafemeiser advertising 
manager of the Weyenberg Shoe Com- 
pany, Milwaukee, was named to the Na- 
tional School and College Cooperative 
Committee of the Advertising Federa- 
tion of America. 


* * 


phone for a Step Master 

representative to show you the 
7811 - Red 
Sea Sand 
12,12%-4 


complete new line...budget priced! 5811 


BCD 8% 
MOST STYLES 


$395.$495_$595 
Flory Mendicino, co-owner of the 
Flory and Shoe Circle shoe Stores in at ateatinces pectin 
Cheyenne, Wyo., was elected to the 
board of directors of the Cheyenne In- 
dustry Promotion group. The group is 
composed of business and professional 
people formed to attract industry to 
this area. 


$6.95) 


4809 - Tan 

BCD 8% -12, 12% -4 
5809 - Sea Sand 
BCD 5% -8, 84% - 12, 
12% -4 


* * * 

The golden wedding anniversary of 
Mr. and Mrs. C. D. Bennett, of 849 
Chambers Road, Columbus, O., was ob- 
served September 11 with an open 
house in the home of their daughter, 
Mrs. R. Max Cornell, 1189 Dover 
Avenue. 


3819 - Black 
5819 - Brown 
BCD 8% -12,12%-4 


STEP MASTER ES, iNC. + GREENUP, ILL 
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to specifications of 
drill 
Top quality 


Made 
official 


bands 


teams and 
made 
n boot lasts 

s 52-8. $3.90 
4-12. $4.10 
$4.35 
$5.25 
Littleway Construction 


5120 —Size 
5121 Sizes 8 
I244 Sizes 12'42-3 
5523-—Sizes 4-9 
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BERNED SHOE COMPANY 


207 Essex Street, Boston 11, 
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pF VERY Customer 
” is a Prospect for 


SCOTT'S "Big Profit” 
Air-O-Puyit INSOLE 








Everyone is interested in foot com- 


ae 


and Scott’s Sun Foam In 


soles offer welcome comfort at low 


cost. 


Impregnated with Chlorophyll 


they also provide protection against 
offensive foot odors. Merely suggest 


to sell 
profits. 


. and enjoy year around 
Stock No. 701. 


Scott's Spun Foam insoles also avail- 
able without Chiorophyli at $4.20 per 


dozen pairs — ($47.90 per 
Stock No. 702. 


Send for Our Complete Catalog 


SCOTT 
FOOT APPLIANCE CO. 


No Service 
Charge for 
Small Orders 


Extra Colored 


Massachusetts 


gross) 


1701 WEBSTER ST. © OMAHA, NEBR. 


See us at PPSSA — Room 970, Hotel New Yorker 
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Herman Delman Was Famed 
As Shoe Style Creator 


New YorK—The passing of Herman 
Delman on October 12 removes from 
the New York scene one of the 
industry's most prominent fashion 
creators, as well as leader of note in 
both the manufacturing and retail 
branches of the trade. He had been in 
failing health for some time, but his 
illness took a turn for the worse last 
Summer while he was on a trip to 
Europe. He lived about a month fol 
lowing his return home. 

Mr. Delman’s fame as a designer of 
fashionable footwear for women wa 
not only national but international. He 
was born in California and spent most 
of his earlier years on the Pacific 
Coast. During the first World War he 
joined the Marines and it was after his 
honorable discharge from that service 
that he decided to follow his chosen 
vocation as a footwear designer in 
New York, where he had been mus 
tered out 

The first Delman shoe shop was 
opened on Madison Avenue in 1923 and 
it was successful from the beginning 
In 1932 he transferred his retail activi 


shoe 
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ties to Saks Fifth Avenue and in 1936 
he opened a leased department in the 
Bergdorf Goodman establishment 
which has continued successfully down 
to the present time. 

Mr. Delman was associated with the 
development of the Sbicea-DelMac 
manufacturing women’s 
and also with the manufacture 
of a lower priced line of footwear pro 
duced by Hamilton Shoe of St 
Loui the name of Delmanettes 
Two high spots in his career came 
when his firm turned out the shoes 
worn by Queen Elizabeth at her corona- 
tion and by Mrs. Dwight D. Eisen- 
hower on Inauguration Day in 1953. 

Within the past year the Delman 
manufacturing and _ retail interests 
were sold to General Shoe Corpora- 
tion, of Nashville, Tenn. 

Mr. Delman had spent considerable 
time at Palm Beach, Fla., prior to his 
departure for Europe, but he main- 
tained an apartment at the Hotel Madi- 
son, New York, and it was there that 
his death occurred. He was 60 years 
old. He leaves his widow, Mrs. Susan 
Jordan Delman; a son, Maury and a 
daughter, Deirdre’; also a sister, Mrs. 
Murray Lasky, of Beverly Hills, Calif., 


process of 


shoes 


Co., 
, under 


and a brother, Max. Funeral services 
were held October 13 at the Frank 
Campbell Chapel, 81st Street and 
Madison Avenue, with burial in Mount 
Hebron Cemetery. 


Morris Sc -hmidt Dies; 
With K-D 50 Years 


Sarasota, FLA.—News of the 
ing of Morris Schmidt, well-known shoe 
salesman who was associated with 
Krippendorf-Dittman Company, of Cin- 
cinnati, for more than 50 years, caused 
deep regret to many friends through- 
out the shoe trade. His death oc 
curred in Sarasota some weeks ago 
He was 75 years of age and had de- 
voted his business career to the shoe 
industry. He had friends and acquaint- 
ances in all branches of the industry. 

Mr. Schmidt’s surviving brother, 
Joseph Schmidt, is equally well known 
in the shoe business due to his long 
connection with Matrix Shoes in the 
New York office. 


pass 


Louis L. Herman 


VicksBurcG, Miss.—Louis L. Herman, 
formerly in the shoe business in Vicks- 
burg, died recently in Long Island 
City, N. Y. He was 71. Mr. Herman 
owned and operated the L. L. Herman 
Shoe Store here for a number of years. 
He a native of this city. 


was 
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John L. Esart 


Boston—John L. Esart, president of 
the J. L. Esart Company, which oper- 
ates a high grade men’s shoe store at 
292 Washington Street, this city, died 
recently at his home in nearby Waban 
at the age of 75. 

He was president of the company 
which he founded in November, 1916, 
and which, over the years, had acquired 
the reputation of being the largest New 
England retail distributor of the 
Johnston & Murphy line. 

Mr. Esart’s first store was at 46 
soylston Street where he had his busi- 
until 1930 when he moved to a 
location at 10 Federal Street. About 
18 years ago he moved to the Washing- 
ton Street store. In years he 
had been semi-retired. 

He is survived by his Mrs. 
Gertrude Esart; a daughter, Mrs 
Elaine E. Buchanan of Milford, Conn., 
and a nephew, George F. Mallen, who, 
as executive vice-president of the 
poration, will continue to manage the 


ness 


recent 


widow, 


cor- 


business. 


John Myles 


MONTREAL, QuUE.—John 
tired vice-president of the 
tubber Company, here, recently died. 
He was in his seventieth year. He wa 
a director of the Shoe Manufacturers’ 
Association and was a the 
Rubber Association of Canada 

Mr. Myles came to Canada from Scot 
land in 1906 and joined the Canadian 
Consolidated Rubber Company, one of 
of Dominion. In 1917 
secretary-treasurer of 


Myles, re 


Dominion 


member of 


the predecessor 
he was named 
the firm and in 1924 he became a vice 


president 


Fliiah K. Bendall 


MIDLAND, Micu.—FElijah K 
who had operated his own 
ness, Bendall Shoe Store, from 1910 
until his retirement 10 vears ago, died 
here recently. He was 80 years of age 

He is survived by his widow, a son, 
two daughters, six brothers and five 
sisters. 


Bendall, 


shoe-busi- 
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Louis Florsheim 


CHICAGO—Louis Florsheim, one of 
the original officers and directors of the 
Florsheim Shoe Company, died October 
13, in Michael Hospital, 
Mr. Florsheim, who was 8&1 
retired from the company in 1925. 
His brother, the late Milton S., 
to work in the family’s retail 
store at Monroe and Canal, established 
by his father Sigmund, in 1856. Later, 
the business expanded and in 1892 Mil 
organizing the 
manufacturing firm which became 
Florsheim Shoe Co, It 
that Florsheim and 
brother, the late Felix, joined the firm 
Born in Chicago, Mr. Flor 
educated in public schools here. He mar 
Lillian Westheimer of St 
died in 1936 


here 
old 


teese 
years . 
went 


shoe 


shoe 
the 
was in that era 


ton assisted in 


Louis 
heim was 
ried 


Mo., 
are a daughter, Mrs 


who Surviving him 
Lillian Kahn, and 
a sister Cora. 


Irving Edward Booth 
Edward 
Booth 


machinery manu 
short I] 


ROCHESTER, N. Y.—Irving 
Booth, 93, founder of the former 
Brothers Co., 


facturers, died 


hoe 
here after a 
ness 
With his brother, 
tablished the bu 
ated it for 
company was 
Machinery 

Mr sooth 1 
cousin 


Quentin, he e 


iness here and oper 


The 


United 


than 50 year 
sold to the 
Cor p 


more 
later 
Shoe 


survived by 


Bryson N. Cooper 


3rvson N Cooper 


DuBois, Pa 
for 30 years a 
the Ideal Shoe 
Mid-State Shoe 
gust of a heart attack at hi 
at 115 E. Seribner Avenue 
had travelled the we 
the 


videly known among retailers 


sales representative 
Compan) aqivision 
Company, died in A 
home ner 


Mr 


tern Penn Vania 


Coone 


territory entire period and wa 
and fel 
ived h 


his widow, a son and daughter, all liv 


shoe traveller He is r' 


low 


ing here. Burial was in this city. 


another 


Joseph, 


William F. Wiesehan 


William F., 
with 


CHICAGO Wiesehan, who 
had been the Stetson, 
Dickerson, and Holden shee companies, 


associated 


died recently, 

Mr. Wiesehan only was 
known in the field but 
baseball circles, having been a former 
semi-professional! ball player 

He is survived by his 
Florence; a daughter, a sister and three 
grandchildren. 


not widely 


shoe also in 


widow 


A. L. Preager 
LAFAYETTE, LA.—A. L. Preager, for 

mer shoe traveler who represented sey 

manufacturers of wo 


eral Brooklyn 


men’s shoes, here re 


high-grade 
He was 83 
formerly 


cently 
New 


yeal 


lived in 
about 10 


Mr. Preager 
York City 
ago, when he moved to Lafayette. He 


and retired 


tern territory 
daughter, Mr 
sJowen, San Francisco, and a 


Holly Hil 


traveled the middle-we 

Surviving 
Marion P 
Lou N 


are a 
brother, Preager, of 
la 


Louis W. J. Cordes 


LYNN, Mass.—-Louis W. J. Corde 
until his retirement 12 years 
was in charge of the 
department of the A. C. Lawranes 
Peabody, died 
Ho pital He wa 


who, ago 


giazing machine 
Leather Company, in 
recently in the Lynn 
8] 
Survivir 
Corde 


of 


zg him are three Robert 

Matthew M. and Louis H 
four daughter Mi 
Mr Nettic 
Corde al] 
Perrie) 


and a sister 


Bo ton; 
Abbott, 
Lillian 


Virginia 


Cantin 


Henry Schaffer 
TENN He ry 


retired shoe 


Schaffer 
tore owner 
He was a native of 
schaffey Schaf 


retirement 


ASH VILLI 
96 years old, a 


died here 
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recentiy 
operated 
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BABUCK 








CHICAGO NEW YORK 





Suede grain, 
simulating buck 


ARMOUR LEATHER CO. 


BOSTON 








One pair—or another 3 MILLION pairs— 
from now, no retailer will 
ever have to take 


1¢ in markdowns 


on the th 


. 
‘ 

/ 
ie 
J 


©1955 WELLCO SHOE CORP., Waynesville, N. C. 
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Sand Aut’, 


EXTRA Profit 


with every pair of shoes 


New “totes”—ON WHEELS Display 
DOUBLES wet weather business. 


Ask your local “totes” 
Wholesaler or write fer 
new catalog on Men's, 
Women's and Children’s 


So-Lo MARX RUBBER Co., Loveland, Ohio 


” 
“totes, 
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athe ‘alt bias oe 


ALPINE + BRIARHIDE+LASTICALF+GRAINS 
NEWARK, NEW JERSEY 








What’s New 


New Lightweight Sole 
Can Float on Water 

New York—aA shoe sole material 17 
per cent lighter than anything yet de- 


being 
Goodrich Com- 


veloped for leisure footwear is 
marketed by the B. F. 
Sponge Products division, 

Available in 12 different colors, the 
made of Rainbow Cell-tite, 
material of non-interconnect 


pany’s 
oles are 


a rubber 


ao 


= ai 


New lightweight sole made of thousands 

of non-interconnecting rubber cells en- 

ables this shoe to float. The material is 

being marketed under the name of Rain- 

bow Cell-tite. Cellular structure pre- 
vents moisture absorption. 


ae 


ing cells, Each tiny cell, separate from 
its neighbors, acts as an individual air 
cushion. 

The cellular structure not only makes 
for a lightweight sole, but also provides 
added comfort and resilience, the com 
pany points out. The cell separation 
serves, too, to insulate the wearer’s feet 
against hot or cold walking surfaces 
and prevents moisture absorption 

The material is being offered to 
manufacturers of both men’s and wom 
en’s casual shoes and comes in a num 
ber of standard thicknesses. Colors are 
pastel blue, sweetheart blue, cork, cof 
fee, shell pink, benedictine, brick red, 
oyster white, scarlet, black, natural 
white and yellow. 


Molded Children’s Rubbers 
Stretch to the Growing Foot 


RAHWAY, N. J.—The Tingley Rubber 
Corporation, maker of rubber products 
since 1896, has introduced new feather- 
light molded boots and rubbers for 
children which are stretchable for grow- 
ing feet. 

Tingley says the retailer need carry 
less inventory, for four sizes in its new 


children’s boots fit all shoes from 5 to 
13; three sizes in new youth boots fit 
all shoes from 12 to 5, and four sizes 
in its new children’s rubbers fit all shoes 


from 6% to 12%. 


The three rubber items introduced by 
the Tingley Rubber Corporation, shown 
above, are, left to right, a youth's boot, 
a children's boot, and a children's rubber. 


The molded construction 
eliminates fabric lining. The smooth-as- 
glass interior can be turned inside-out 


for quick washing and drying. 


one-piece 


New Shoe Forms Designed 
For New Styles 


BrockTon, Mass. — Taking cogni- 
zance of the changing trends in wo- 
men’s footwear as reflected in the 
tapered toe and open shank models, 
C. §. Pierce Company of Brockton, 
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THANKS 


to our bustling, hard-selling dealers 





and 


THANKS 


to our dependable, hard-working resources... 





we're busy turning out more 















Johansens and Smash Hits 


than ever before in our history 





We're looking forward to a 
busier-than-ever springtime... you'll 
see why when you meet us at 


the regional shows! 


THANKS! 
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BROS. 








































JOHANSEN SHOE COMPANY, INC o St Louis 8, Missouri 











has undertaken an extensive new pro- first stepper with extra features of fourth anniversary of shoe retailing 


gram of shoe form styling and has support and construction. during the period from August 10 
developed a number of new plastic They have the true moccasin look through August 20. Since the first 
shoe forms for use in retail display. with raised seam vamps plus wedge store was started here 44 years ago, 

In style and fashion, these new the company has developed into a chain 


forms follow the modern trend in foot- 
wear in toe and top line design. They 
are available according to the company 
president, John Berglund, in a variety 
of seasonal colors including flesh, 
pastels, and clear transparent. 


of 32 stores located in lowa, Missouri, 
Nebraska, Colorado and Kansa 

W. A. Brown opened his first busi 
ness in a nine foot building in Shenan 
doah. Latest store added to the chain 
is the one in Grinnell, la 


Weather-All Boot Introduced 
By Peek-A-Boot 


Los ANGELES A new all-weather 
boot, named Weather-All, has been in- 
troduced by Peek-A-Boot, Inc. of Los 
Angeles. This boot is made of a new 
material, Plastisol. 

Weather-All boots are light but com- 
fortable and warm. They give a neat 
appearance and are washable as well. 
Companion number is the Plasti-l’oam 
boot by Peek-A-Boot which offers fea- This baby walking shoe with the mocas- ae ; 
tures of Weather-All and which is in- %/® look features a sturdy mid-sole for rh tore, fifth of the McAn chain 
added support. in San Francisco, and fifteenth in the 
Bay Area, operated by Market-St 
an Francisco Thom McAn, Ine. There 


Thom McAn Chain Opens 
Largest West Coast Store 


SAN FRANCISCO—The largest Thom 
McAn Shoe Store on the West Coast 
has opened at 764 Market Street, here 

rhe location, with two entrances, one 
fronting on busy Market Street, the 
other on O'Farrell Street, offers an un 





usually generous window display area, 


and two convenient entrances 


sulated for added warmth. 


ee heels, bell shaped back stays and Niv 


P . . top all-leather soles that give breath 670 T 

. Tv 4 are 67 hom McAn stores located ir 
Potvin Shoe Company Purns ability and traction for the baby learn " states 7 - 

Out Baby’s Walking Shoe ing to walk. Tod-l-Masters are avail 
: ‘ ‘ss ; Floyd M. Pace is the manager of the 

- able in five widths in brown, or white 
BROCKTON, MAss. New Buntees new store. He has been with the firm 
Tod-l-Masters, with a study mid-sole ——— for more than nine years. He was for 
three-quarters of an inch in height for Chain Marks 44th Year merly associated with Thom McAn in 
the husky child, have been introduced SHENANDOAH, IA. Brown’s Shoe Detroit, from which post he was trans 


by the R. J. Potvin Shoe Company asa Fit Company celebrated its forty- ferred to his new position 
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want more of these? 


then sell 


hand-lasted, hand-sewn 


SEBAGO-MOCS 


Patented Welt Construction* 


Tops in quality casuals 


. Sebago-Mocs exclusive patented 


welt construction is rapidly boosting them to the top in sales. Cus- 
tomers like the greater flexibility this construction gives Sebago-Mocs. 
They appreciate the smart styling, the extra comfort and snug fit of 
these hand-lasted moccasins, built by Maine craftsmen who take pride 


in their work. 


So for extra sales and extra profit dollars, stock and sell 


Sebago-Mocs. 





Available 
Men Women 


700-770 500 


Brown 


Boys 
7002 


Brown-Black Brown 


IN-STOCK FOR 


PROMPT 
DELIVERY 


*(U. S. Pat. No, 2,420,466) 


Women's 


STYLE 500 


Brown 


SEBAGO-MOC COMPANY 


WESTBROOK, 


MAINE 


New York Office: 534 Marbridge Building 


Made in Canada by Canada West Shoe Manufacturing Company, Winnipeg, Manitoba 
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Finds RECORDER Article 
Timely and Helpful to Retailer 


Editor, Boor AND SHor Recorver 
Your article in the September 15 
issue pertaining to Holiday Window 
is more than timely for a small mer- 
chant like myself, who must perform 
all the duties to make a success today. 
Most of his time is devoted to mer- 
chandising, leaving very little opportu- 


90 


window 
run, 


nity for advertising and 


display As a result, 
we (Oo a poor 
The one that 
real well is I 
uppo 
name and the address 


in the long 
these 
would fit into my 
Miller's 
se | could have the display man’s 
of the I. Miller 
store? I would like to contact him as to 
the and 
complish the fluttering flame. I am far 
enough removed from New York that 


job i departments. 
tore 


candles. Do you 


materials used how to ac- 


it would not interfere with their 
program. 

Here is a thought to work on—after 
these types of stores and large depart- 
ment stores are finished with a window 
set, such as these, why couldn’t they 
be offered for sale to small operators 
like myself? If they are in goed condi- 
tion, it would be cheaper to buy them 
than to make them up. 

Jack Egler 
Egier’s Junior Boot Shop, 
Rockford, Il. 


Subscriber for 32 Years 


Editor, Boor AND SHOE RECORDER: 
We have had the pleasure of being 
your wonderful trade 
most of our 32 years in 
the retail shoe From you! 
interesting technical and helpful 
articles, much can be used to practical 
use in our 
Wishing you continued success and 
best remain, 
Boris C. Haase, Jr., 
Haase’s Shoe Store, 
New Orleans, La 


a subscriber to 
journal for 
business. 


store, 


wishes, we 


Trade Literature 


Booklet Describes Advantages 
Of New Sole Leather Line 


An attractive twelve-page booklet de- 
scribing the advantages of Votan 
SuperSole has issued by the 
Virginia Oak Tannery Sales Corpora- 
tion of 27 Spruce Street, New York. 

Designed to emphasize the unusual 
qualities of this leather, tanned by a 
newly the booklet 
is available to retailers for use in 
educating their salesmen as well as for 
distribution to customers. 

Sketches, cartoons and graphs, some 
in two colors, are used to emphasize 
the made for SuperSole which 
is manufactured exclusively by the 
Virginia Oak Tannery in Luray, Va. 

“While its lighter weight, longer 
wear and permanent flexibility are the 
why SuperSole has 
the buy 


been 


developed process, 


claims 


principal! 
had an irresistible appeal for 
ing public,” says a summary published 
on the last inside page of the booklet, 
of other 


| uniformly 


peen 


reasons 


“there are a numbe1 reasons 
why it 
high.” 

Among these, the summary continues, 
the facts that this new will] 
underfoot, wet 
It is as water-resistant 


' 
reception Na 


are sole 
not siip 


or gras 


“even on sur 
fac 
as leather can be. It has 


proof quality.” 


a puncture- 


New Outlet Store Opened 


HoLLywoop, FLA.—Ben’s Outlet Shoe 
Store, 116 South Twentieth Avenue, 
has been opened by Mr. and Mrs. Ben 
Sigler. The from 
Herrin, Ill., where they owned and op- 
erated a shoe store for ten years. The 
shop will specialize in branded lines. 


Siglers came here 
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NEWS OF THE 


Salesmen sxv Suppliers 


New Purchasing Chiefs 


DARWIN H. HEIDENREICH 


Sr. Louis—With the retirement of 
John L. Bishop as manager of the 
general purchasing department of In- 
ternational Shoe Company, the depart- 
ment has been split into two branches 
and the two successors named are 
Darwin H. Heidenreich, general man- 
ager of the Shoe Findings Purchasing 
Department, and Don E. Short, man- 
ager of the Shoe Machinery Purchasing 
Department. Both men had been assist- 
ants to Mr. Bishop. The latter had been 
with the company 37 years. 

According to Lee C. McKinley, gen- 
eral manager of Upper Stock and 
Miscellaneous Procurement, the division 
of the department was necessitated by 
expanded operations. Both appoint- 


at International 


DON E. SHORT 


ments were reported effective October 1 

Mr. Heidenreich, who has been with 
the company more than 33 years, is 
now in charge of buying all miscellane- 
findings including the pur 
chase of fabrics, adhesives, 
rubber for the rubber plants, eyelets, 
tacks, nails, lacing hooks, cements, 
finishes, brushes and paper items. 

Mr. Short, also an International 
veteran with more than 23 years’ serv- 
ice, is in charge of purchasing and 
leasing shoe machinery, chipboard for 
the box plant, cartons and containers, 
office equipment and supplies, store 
fixtures sold to retail stores, and auto 
mobiles for salesmen. 


ous shoe 


crude 





Converse Rubber Opens 
Pacific Coast Warehouse 

SAN FRANCISCO—The new Pacific 
Coast warehouse and offices of the Con 
verse Rubber Company, in South San 
I'rancisco, opened recently. 

Planned to meet the increasing de- 
mand in the West and Alaskan 
areas for Converse footwear, the ware 
house building contains approximately 
24,000 square feet of floor space. It is 
of reinforced with 
automatic sprinkler The 
warehouse is served by a spur railroad 


Coast 


steel construction 


protection, 


track at the rear of the building and i 
readily accessible for truck shipment 
to all points. A 
tem to expedite in and out 


western conveyor sys 
shipment 
has been installed 

The office wing, occupying about 2000 
square feet of the new Converse plant, 
is of modern built on a 
raised frame finished 


redwood and aluminum facing 


ultra design, 


steel and with 


1955 


November |, 


New School Named to Honor 
Endicott Johnson President 


BINGHAMTON, N. Y.—The new West 
Endicott elementary school, named the 
Charles F. Johnson, Jr., School in 
honor of the Endicott Johnson Corpora- 
tion president, was dedicated recently 
in a ceremony in the school auditorium 

An 


about 


overflow audience, estimated at 
1,000 persons, heard Mr. John 
on’s “love of mankind” and his part 
in building the West Endicott 
cited by dedication speakers 
Robert D. 
School Di 


pre 


area 
Venner, Union-Endicott 
Soard of 
Mr. 


whom we 


Educatior 
Johnson ‘is the 
thank 
which led 


tructio 


trict 
sident, said 


one man , , to owe 


for the community growth” 


to the $1,057,000 school cor 
project 

a 
added 
for Mr 


particularls 
“that thi 
Johnson in 


appropriate,” 
hool 


the 


celebration.’ 


should be named 
midst of h 


ines 


Walker Shoe Enters 
Manufacturing Field 


ASHEBORO, N. C.—Walker Shoe Com 
pany, headed by B. Burkhead Walker 
as president, has just announced plans 
the shoe manufacturing busi 
the construction of a plant 
produce approximately 1,200 
work shoes daily 

the 
production by 


to enter 
ness with 
here to 
pairs of men’ 

Mr. Walker 
expected to be in 
Spring. He added that 
now has 1,200 active wholesale accounts 
and 300 
will employ from 100 to 125 people a 
the new plant and have an annual pay 
roll of more than $250,000 

The plant, of masonry construction, 
will be built adjacent to the company’ 


plant is 
late 


said new 


his firm, which 


some consignment customers, 


present warehouse and showrooms on 
Dixie Drive, just outside the Asheboro 
city limits. When completed it will be 
the only factory 
Carolinas 

Mr. Walker said the 
produce medium to high 
construction work 
will be used, he said. 


men’s shoe in the 


plant would 
grade men’s 
welt shoes. Present 
ales outlets 

“The company is expanding its pre 
ent capital through the sale of 
$300,000 of Class B stock and after the 
sale the firm will have a net worth of 
some $500,000,” he continued. 

“The company now has sales of ap 
proximately $1,000,000 annually.” 

Mr. Walker went on to say that three 
factors had entered into the company’ 
enter the 


sOIne 


decision to manufacturing 
field 

1. To insure satisfactory delivery of 
merchandise during the rush season 

2. “Our the 
the people of Asheboro and Randolph 
County to learn the shoe-making trade 
many 


confidence in ability of 


as they have learned s0 othe 


diversified trade 
s. To afford the 
factory return for their 


Mr. Walker added 


ecured the ser ce 


tockholders a 


investment 


that his company 


had of one of their 


largest producers of work shoes to aid 


them in setting up the manufacturing 


plant and in training worker He said 


that the company would have no finan 
Walke 
hired locally Mr 


sent to a New 


al intere 


Key 
Walker 
England plar for 

Constructi ( the A 


ximately 


t in Shoe 


personnel 
aid, Will be 
training 
heboro plant 
appro 10 000 
wT space, 


Machinery 
March 





Planning New Waterproof Footwear Line 


Shown discussing the 1956 Hood and B. F. Goodrich waterproof footwear line are, 
left to right, John C. MacKinnon, C. M. Campion, Harry W. Martin, R. H. Blanchard, 
J. S$. Barrie and R. F. Little 


Hood and B., F. 
Goodrich managers were 
called into the plant here recently to 
help with the advance planning of the 
1956 waterproof footwear line and thus 
dis- 


WATERTOWN, MASS 


district sales 


help to meet the company’s sales, 
tribution and production objectives 

R. H. Blanchard, president of Hood 
Rubber Company, a division of The 
B. EF. Goodrich Company, welcomed 
the group in an address at the start 
of the meetings. J. S. Barrie, vice- 
president in charge of sales dis 
tribution, addressed the men at a joint 
meeting, and Charles M. Campion, Hood 


and 


manager branch footwear sales, and 
Ralph F. Little, B. F. Goodrich 
ager branch footwear sales, conducted 
separate meetings during the week. 

Harry W 
and John C 
ager footwear, presented the suggested 
1956 line of waterproof footwear to the 
district sales managers during the first 
two days, to obtain their and 
comments on the new constructions, 
terials and features to be incorporated 
in the new line for consumer 
year from this Winter. 


man 


Martin, manager footwear, 
MacKinnon, assistant man- 


views 
ma- 


use a 





Heydays Assigns New Representatives 


RUFUS R. JOHNSON 


St. Lours—Two new sales represent 
atives recently joined Heydays Shoes, 
Inc., according to James 8. Legg, sales 
manager. They are Bernie Long, for 
merly with Midstates Shoe Company, 
and Rufus R. Johnson, most recently a 
field representative for Brown Shoe 
Company. 

Mr. Johnson, who has been assigned 
the territory comprising Arkansas, Ken 
tucky, Louisiana and Tennessee, began 
his shoe career as a retail salesman in 
his home town of Augusta, Ga. He then 


92 


BERNIE LONG 


advanced to merchandise manager and 
buyer for stores owned by the Mercan- 
tile Stores Company in Augusta, and 
later held similar posts with Gayfer’s 
Department Store in Mobile, Ala. 

In recent years, as field representa- 
for Brown Shoe Company, Mr. 
Johnson supervised the planning and 
budgeting for both established and new 
Brown-planned the area of 
Mississippi, Louisiana, Tennessee and 
Kentucky. He lives in Memphis. 

Mr. Long, who resides in Baltimore, 


tive 


stores in 


Md., wilP’ cover the states of West 
Virginia,’ Maryland, Delaware and the 
District-of Columbia. Another lifetime 
shoe man, he started his career with 
Peters branch of International Shoe 
Company in 1921. He remained there 
seven years, transferring then to Brown 
Shoe Company where he remained until 
1936, when he became affiliated with 
Midstates. His entire shoe experience 
has been in the same territory, which 
one with Heydays. He will 
flats and casuals as 
line. 


new 
Heydays 
the regular 


is a 
handle 
well as 


French Shoe Manufacturer 
Moves to New Branch Office 


New YORK 
manufacture 
Tour-Du-Pin, 
has moved it 


Clerget, Inc., men’s shoe 
factories at La 
Romans, Paris, France, 
New York office and dis- 
play Room 1158, Marbridge 
Building, 47 West Thirty-fourth Street, 
it was announced by Al Fellman, vice- 
for the 


with 


room to 


president and sales 
firm’s American branch. 

Mr. Fellman also announced a change 
in the distribution policy. 
It is discontinuing an in-stock depart- 


ment in Boston and will now take only 


manager 


company’s 


make up business 

Mr. Fellman said a rapid production 
chedule permit improved service. 
He said some stocks will be carried in 
France in anticipation of business, and 
that the overall change will permit a 
reduction in retail prices to $14.95 in- 
the $19.95 base at re 


will 


stead of forme! 
tail. 

Mr. Fellman also announced he will 
represent Tri-Vac Footwear, Inc. at 
the new office. Tri-Vac was organized 
to license patented Tri-Vac safety soles 
to manufacturers 

Tri-Vac goes to the following licen- 
present: Avon Sole Company, 
Avon, Mass., soles and heels; Tingley 
Rubber Corporation, Rahway, N. J., 
molded rubber overshoes; Bristol Manu- 
Bristol, R. I., 
industrial rub- 
Ro-Search, Inc., 
foreign Tri-Vac 


sees at 


facturing Corporation, 
fabrie deck and 
ber footwear, and 
Waynesville, N. C 


production 


shoes 


American Hide and Leather 
Reports New Appointments 


LOWELL, MAss..-The American Hide 
and Leather Company announced the 
following appointments. 

Claude Douthit, Jr., 
tary of the corporation. 
a director of the company 
with the law firm 
Burke, New York City. 

George C. Scott, who 
November 1, 1955. 

DeFred G. Folts, Jr. is now vice- 
president in charge of sales. Mr. Folts 
has been sales manager since May, 1955. 
Guy Melanson is comptroller and as- 
sistant treasurer. He succeeds Timothy 
November 1 


becomes secre- 
Mr. Douthit is 
and is as- 
of Burke 
He suc- 
retires 


sociated 
and 


ceeds 


F. Brown, who retires 
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SANDALS 


Economically priced 
for volume sales. 


" 


sm mares linge 


YOUR 
FAVORITE 


SUN-EEZ 
a 


Proven best sellers KIDDIE SANDALS 


year after year. 
See them at the Shows 
DALLAS + ATLANTA 
November 6, 7, 8,9 


HOY SHOE CO. - 1128 Locust St. ¢ St. Louis 1, Mo. 


AUTHENTIC MAJORETTE 


STYLE 7611 Ladies 
Sizes 3% thru 10 
A & ¢ widths 


Priced at $4.1 5 


STYLE 6611 Misses 
Sizes 12' thru 3 

B'' & DD" width 
Priced at $3.60 


CHILDREN'S Sizes 
B'A thru 12 D 
width 


Priced at $3.00 


INFANTS’ Sizes 4 
thru 8 D' width 


Priced at $2.40 





“fj , 
Uy, 


Illustrated Catalog 
In white, with tassels 


»f any school color on request 


or combinatior 


Made by folks who know fine bootmaking 


ACME BOOT COMPANY 


Clarksville, Tennessee 


| ne tanne) increase in volume i 


Increased Volume for Canadian Tanners wo. ion oe ee 


MONTREAL — The prospects for the Sales by tanners 


increased foot weal ale 1 here have 


were hard hit in been substantial increases in deliveries 


Canadian tanning industry, for in- the tail end of 1953 and 1954. In the of glove and garment leathers, up 60 
¢reased volume at least, are bright. 12-month period ending August, 1953, per cent in the first half of 1955. Sole 
“So far this year, leather consumption boot and shoe production reached new |eather deliveries show the least in 
has exceeded that of the same period heights but consumption lagged. The crease, 10 per cent 


of last year,” said Charles Robson, inevitable period of 


correction set in Major difficulty in a return to the 


-etiring president of the Tanners As- and the process of inventory liquidation tganners’ earning the increase in 


sociation of Canada. continued, as far as 


“The outlook for the balance of the concerned, until the 


is within our power to end the de- ever, the tanners’ 


pressed condition which has existed in buying as much leather as they were 4. 4 result of the demand for special! 
our industry for so long,” he said. using with the corre 


Key to the tanners’ situation is in in tanners’ volume 
retail shoe sales. About 80 per cent though, the tanner 
of Canadian leather production ends upon holding these 
up in footwear. Close to 20,000,000 earnings have been 


pairs of shoes were manufactured dur The population figure 


are concentrating Sut the 


the tanners were what have hitherto been regarded a 
end of 1954 reasonably fixed costs; labor, chemical 
vear and for 1956 is very good and it At the beginning of 


this year, how and other tanning material and super 


custome! began vision cost The latter have increased 


lt 


ponding increase leather which require closer supe! 
For the present 


Vision 


higvest difficulty, it is ap 


market gain and parent till sts in the many new 


© far j 


ubstitute iich have been developed 


offer a guide and which continue to take the place 


ing the first six months of this year and to the tanners’ prospect The table of leather in many application 
this figure is expected to increase for below show consumption and produc Plastic and other non-leather 


the last half of the year. tion of leather footwea) 
Average sales of footwear in Canada These figures show 


run about two and a half pairs per production in 1953 


capita. If sales reach the anticipated the recovery in 1955 
10,000,000 pairs by the end of the year, gest an expansion of 


the leather foot 


] 
in minion have replaced conventional ole by 


the effect of over ibout 50 per cent in Canadian shoe 


and the extent of vith corresponding de 


productior a“ 


a ale a 
They also u crease in $ e hide productior ind a 
number of plant losing direct 


the industry will have regained this wear market at a minimum rate of & jttputed to this competition 


average. million pairs a year 


Population Consumption 
Year (average) (estimated) 


14.8 
1954 15.2 


15.6 
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Production ‘ Pi P 
al. 6 Shoe Designer Resigns 
Sr. Lou! Russell Rudin, designer 
of Rhythm Step shoes, has resigned his 
vt, according to McLeod Stephen 





Where 


TO 


eee me 


WOMEN'S SHOES 


—_—~ ~~ 


SEND FOR NEW CATALOGS 
OF OUR DAYTIME AND 
EVENING SHOES 


Ly 
<q 


annahsons 


HAVERHILL, MASS. 


a a i 


JOBS 


Oe Or Or er 


CANCELLATION STORES 


Bas sive Ce 


79-81 Reade §$t Te WOrtl 5160.1 





Buy Savings Bonds 
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Vaisey-Bristol Announces 
Plans for New Construction 


MONETTE, Mo. Construction plans 
for the erection of a new 38,000 square 
foot factory were announced by George 
Meierhoffer, president of Vaisey-Bristol 
Shoe Company. The one-story struc- 
ture will be used as a manufacturing 
unit for Jumping Jack while 
present facilities in Monett will be re 
leased for warehousing of shoes. 

Simultaneously, Mr. Meierhoffer an- 
nounced the completion of a new two- 
story 5000-foot addition to the Vaisey 
Bristol plant at Marionville, which has 
boosted daily production there from 
2000 to 2400 pairs per day. A total of 
250 persons are now employed at the 
Marionville plant 

The new Monett structure, Mr. 
Meierhoffer said, will be al] on one floor 
with dimensions of 242 feet North and 
South by 140 feet East and West. At 
the northwest corner of the structure 
will be a general office area 28 by 25 
feet and back of this will be three pri 
vate offices. 
include a concrete floor, haydite block 
walls, steel factory-type windows and 
a roof reinforced with haydite blocks. 


shoes 


General construction will 


A loading dock will be built adjacent 
to the office area and to the South on 
the three-acre site will be erected a ce- 
ment house 14 by 20 feet. The cement 
house is used for cementing adhesives 
in the shoe manufacturing process. 

In commenting on these plans, Mr. 
Meierhoffer stated, “The contemplated 
expansion has come as the result of uni- 
versal acceptance of Jumping Jack 
Shoes, all of which is supported by high 
quality standards of workmanship ac- 
complished by Vaisey-Bristol employees 
who rate among the best in the in 
dustry.” 


Vaisey Sells Out Interest to Bristol 


At the same time, Sam Vaisey, co- 
founder and president of Vaisey-Bris- 
tol, announced the sale of his interest 
to his nephew, Robert Bristol. Included 
in the sale are the interests of Spencer 
Vaisey, Sam Vaisey’s son. 

Sam Vaisey will retire, but will re- 
tain his title as president until the re 
turn of Robert Bristol from Puerto Rico 
in 1957. He will continue as director 
and adviser, 

The sales do not affect 
Bristol Shoe Manufacturing Corpora 
tion, controlled by the Vaisey-Bristol 
Shoe Company, Inc. George Meierhoffer 
continues as president of the shoe man 


the Vaisey 


ufacturing corporation Al Pfitzner 
continues as superintendent of the Mar 
ionville plants and Rex Halterman con 
tinues as superintendent of the Monett 
plants. 

Gene Arend, a director, vice-president 
treasurer, has _ been 
McCaffrey, 
sales manager, has been elected vice 


and assistant 


elected treasure? Joseph 


president and director. 


TO 


AO TOT 


CHILDREN'S SHOES 


i i i a i i el el il 


“AMERICA’S FINEST 
FIRST-STEP SHOES’ 
© HIGH WALL VAMP— 
FREE TOE ACTION 


@ COMBINATION LAST— 
SNUG FIT HEEL 


ONE-PIECE QUARTER— 
SEAMLESS INSIDE 


FLEXIBLE MOULDED BACK 


WASHABLE ELK- 
INCLUDING RED 


HORSE BUTT OUTSOLE 
SOFT LEATHER INSOLE 
AIR-BUBBLE CUSHION HEEL 


A COMBINATION OF FEATURES 
FOUND IN NO OTHER SHOE! 


HALF SIZES 2 TO 8 
RETAIL 450 


WIDTHS B, C, D, E 
YOUR COST 2.70 
IMMEDIATE DELIVERY FROM STOCK 


rf? MFG. CO., INC. 

(or ERIN, TENNESSEE 
Dept. B 11155 

CHOHOHUHOHOHOHO-O-OHO 


CHO 


SO Ee EF rE EE 


BOX HANDLERS 


A er OF 





FOR NEXT 
SATURDAY'S 
RUSH 

Order NOW, enough 


LONG ARMS | 


for every section of shelving. You will get 
the shoes from the high shelves so much 
faster you can serve more customers, make 
more sales. Made in two sizes, for men's 
and women's boxes Handle lengths—30" 
to 60 $3.50. Sent parcel post prepaid in 
US.A. Satisfaction guaranteed. Ask your 
findings dealer or send order to 


CARL BEEMAN 


Patented 








Cedar Heights Road Stamford, Conn 
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Entire EK. E. Taylor Sales Staff Convenes Wi 2 
¥ a _ 


TO 



























Photo shows the complete sales staff of the E. E. Taylor Corporation convened liaise inn celine ania 
during a recent four-day sales meeting held at the Homewood Inn in Yarmouth, Me. SLIPPER 





Higham Covering Michigan Frederick Loeser & Company, Brooklyn, | ~+s+sw—e~esersersermernersornernr 

: 3 . and the John Wanamaker Company of 
North Ohio for Queen Quality —pyjjadelpnia. 

Sr. Louis—Queen Quality Division of Mr. Higham, who will cover all of 
International Shoe Company has a new Michigan except the upper peninsula, 
Michigan and northern Ohio sales rep- Will make his headquarters in Detroit. 
resentative in the person of Marritt -_ 

S. Higham, it was announced here re- Lape Sales Representative 


cently by Robert A. Black, division . ‘ , 
general manager. Mr. Higham succeeds For Julian & Kokenge 


Charles R. Drummond who has retired CoLuMBus, O.—The Julian & Kokenge 
after selling Queen Quality shoes for Company announced the appointment 
42 years. of Robert G. Lape as sales representa 





Feature this popular 
HUBER EMBASSY as the 
idea! Christmas gift 
for men. Soft kid uppers, fully 
leather lined, leather soles 
to retail profitably at $5 


IN-STOCK 
Write for Catalog and Price List 
HUBER stirrer co., AVISTON, tu, 


SLIPPERS 








MARRITT S. HIGHAM 





ROBERT G. LAPE 
















Queen Quality’s new representative tive for Texas, Oklahoma, Kansas, Mi 


spent more than 25 years in the retail souri, Colorado and New Mexico, a eT 
and wholesale shoe field. For the past Mr. Lape succeeds Mr. W. F. Barber, JOBS 

year he was vice-president and sales’ who is retiring after 27 years with the 

manager of Footwear, Inc., sales or-_ firm. re ee ee ee ee ee ee 
ganization for the A. S. Kreider Shoe After graduation from Amherst Col 


Company, Annville, Pa., and the Culver lege in 1953, Mr. Lape became associ FOR OVER 40 YEARS 


Manufacturing Company, Inc., Erin, ated with the parent company’s affiliate, 
T = i Saf A nn . Luff , : g . nee ' 
Tenn. Prior to joining Footwe ar, he Dreyfu & Son Shoe Department, Headquarters For 
represented Dunn & McCarthy, Inc., Dallas, Tex. He joined the Julian & 


for six years. Kokenge sales force in the Spring of CANCELLATION 
From 1946 to 1948, Mr. Higham was’ 1954 a Willard Ff 














ar assistant to 


buyer and merchandiser of men’s, wo- Barber 
men’s and boys’ shoes for the New 















— ~_ in Chicago ceed Dryseal Appoints Zamcheck 

uring e wi e served wit tne P : 

rank of becathates reathcaset pen nnn BostoN—Irving Zamcheck has bee All Price Ranges Quality Brands 
tive assistant to the personal repre- “ppointed the New England repre Lowest Prices Largest Stocks 
entative of Secretary of the Navy entative for Dry ea) Welting The Atlanta Shoe Show 
Forrestal on Specific ations and Mate- announcement was made by Charles | Pledment Wetet - Po eng 

riel Matters, Washington, D. C. Before Batchelde J} president of Wright c ¢ 

the war he was first assistant buyer of Batchelde ( orporation, manufacturer bi be 
women’s shoes for the J. L. Hudson of Drysea Mr. Zamecheck also is New 

Company, Detroit. He also has held England representative for Texon, Ir MOSINGER-COHN 
executive merchandising positions with and maintains his office at 210 Lin 

Mo itgomery Ward, Albany, N. H.; oln Street, here 1205 Weshington OF. levie & Me 
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Where 
» Dy 


LLL EE ee 


BOYS’ SHOES 


LO a te 


© Fast IN-STOCK service on sizes 
1-7, A, B, C, D & E widths 


® Genuine GOODYEAR WELT construc- 
tion— $5.95 to $7.95 retail 


® All shoes manufactured in our 
own modern plant 


WRITE FOR CATALOG 


The Wm. Brooks Shoe Co. 
NELSONVILLE, OHIO 


McCarthy Joins Cobblers 


Los ANGELES—Walter Braun, presi 
dent of Cobblers, Inc., announced the 
appointment of Ray P. McCarthy as a 
new sales representative for California 
Cobblers. M1 
Cobblers, was associated in 
Brothers the past 20 


McCarthy, prior to join 
sales 


ing 


with Gray for 
years 


He will 


cover the territory of Ili 
Minnesota, Mi Ne 
braska, North and South Dakota and 
Wisconsin. He replaces Albert Hoffman 


whose plans not 


lowa, souri, 


have vet been an 


nounced 


U. S. Rubber Elects Dr. Cake 


New YorkK—Dr. Wallace E. Cake 
has been elected vice-president, member 
of the board of directors and member 
of the executive committee of United 
States Rubber Company, H. E. Humph- 
Jr. president, announced today. 
Dr. Cake was formerly managing di- 
rector of the company’s plantation 
division. 


reys 


% 


Foot-so-Port Appoints 
New England Representative 


Oconomowoc, Wis.—D. J. MacDonald 
has been named sales representative for 
the Foot-so-Port Division of Musebeck 
Shoe Company, covering the New 
England territory, succeeding Glenn 
Van Meter, who has been placed in 
charge of the Greater New York ter- 
and the eastern office of 


ritory sales 


D. J. MacDONALD 


the company, located in the Marbridge 
Building, New York City. R. E 
over, manager, the an 
nouncement, 

the past years, Mr. Mac 
Donald has been employed by the Edwin 
Case Shoe Company, Boston, and has 
had a wide experience in all types of 
orthopedic shoe work at the retail level 
In the near future, an will 
be appointed for the New England ter- 
ritory and the weak foot demonstration 
will be 
dealers 


Con 
sales made 


For 81x 


assistant 


made to all Foot-so 


there, Mr. 


program 
Port shoe 


said 


Conover 


Jason to Represent Genfoam 
In the Los Angeles Area 


Morris I 
named sales representative in 


Jason has been 
the 


NASHVILLE 


Los 


MORRIS |. JASON 


the Genfoam Shoe 


division of 


area of 
Company, a new 
Shoe Corporation. 


Angeles 
General 


The announcement was made by Jack 
Dellerson, Genfoam sales manager. 

Mr. Jason has spent 30 years in the 
shoe business in the Los Angeles area 
at both the wholesale and retail levels. 
He will represent a line of slippers and 
casuals for men, women, and children. 
The new division’s “Foamtread” 
struction is made at General Shoe’s own 
new rubber plant. 


con- 


Shoe Firms Merger 
To Spark Expansion 


OcONOMOWOC, WIS. Announcement 
of the merger of the Foot-so-Port Shoe 
Company here with the Musebeck Shoe 
Company, whose offices are located here, 
has made by G. E. Musebeck, 
president of the Musebeck Shoe Com- 
pany. Stockholders and directors of 
both companies voted to merge and 
resolved that in the future Foot-so-Port 
Shoe Company will be a division of the 
Musebeck Shoe Company. The merger 
made chiefly in the interests of 
“better co-ordinating of production and 
merchandising activities as part of a 


been 


was 


25 per cent expansion program planned 
for the year between August 1, 1955 
and 1956,” Mr. Musebeck said. 

Active officers of the Musebeck com- 
pany merged with Foot-so-Port now 
are Mr. Musebeck, president and chair- 
man of the board; W. A. Andrews, vice- 
president and secretary; R. E. Conover, 
vice-president in charge of sales; John 
Boehm, vice-president in charge of 
production; S. S. Boehm, treasurer; 
Mr. Conover, assistant secretary, and 
E. E. Houser, assistant treasurer. 

The Foot-so-Port Shoe Company 
since 1944 has been the sole distributor 
of all shoes produced by the Musebeck 
Shoe Company, which devotes the com- 
bined production of its separate fac 
tories type footwear, a! 
made with the same patented construc- 
tion features. Musebeck Shoe Company 
is the only shoe manufacturer in Amer- 
ica who makes three full lines of men’s, 
women’s and children’s corrective shoes 
and not manufacture any other 
types of footwear, Mr. Musebeck said. 

In the merger, $738,000 worth of 
preferred stock in the two companies 
was exchanged for 5 per cent, 15-year 
debenture bonds and there was a split 
of 6 to 1 in Musebeck Shoe Company 
common stock. The new arrangement 
will make possible substantial savings 
in taxes, manufacture and distribution 
and will expedite all phases of the 
expansion program. 

In order to enlarge service to dealers 
in proportion, each territory will now 
have in addition to the salesman a fully- 
trained demonstrator. A special train- 
ing program has been developed and 
in addition to working with Foot-so- 
Port dealers and merchandising 
grams, the salesmen and demonstrators 
will help the dealers participate in this 
educational training program designed 
strictly to increase sales and profits 
for the Foot-So-Port retailer. 


to corrective 


does 


pro- 
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Classified AND Want Ms 


SALESMEN WANTED SALESMEN WANTED | SALESMEN WANTED 











———— ——_—______—_ _ — - ~ aa = — 
| SHO! SALESMEN WANTED: With follow 
* x t ary line of Low 


A fas Oppertenity tes Alert Youss Salesmen Friend Vist Siege. Cements sed Stiehdowns, 

Qualified Men Will Have These Advantages and Shoe Recorder, Chestnut and S6th Streets, 
* You will sell on the road one of the nation’s most popular 
rubber, fabric and casual footwear line: , RELTOR! PEN the most 
You will have the advantage of a large, loyal dealer orgar 6 oak. * \ "Commis mot 3 the 
zation with a powerful advertising and sal motion re Depa 
program to pave the way for y« Un} Ped et 
Your earnings will be | 
with advances against commissi 

= will have the protectic 

nent plan, hospitalization 

ance 

You will work for an organiz« 

for advancement either as a m 

zation itself. Many of our top exec 


| 
| 
| 
| 
| 
| 


salesmen EXPERIENCED 
“Shoes J ‘ 


You Will Need These Queiiications i | Po : 


Youth: Between 25 and 40 years of age with a car pa 
1bility to purchase one 
Experience: Must have had some retail footwear experience 
Ambition: Eagerness for success and willingness to work for it 
Intelligence: Ability to plan your work and carry the ball with 
minimum supervision 
Aggressive: Ability to tell our story convincingly. This | 17 
order-taker's job HELP WANTED 
Promotion Minded: Willingness to take time to show dealer: 
they can merchandise our line most profitably 
erg A now available in several sections of the count: SALES MANAGER 
Write telli us all about yourself in your first letter RUBBER FOOTWEAR 
Address Box 360, care BOOT & SHOE RECORDER, Chestnut and Séth Streets, Philadelphia 39, Pa 











Unusual opportunity with established and 
growing company for right man. Perfect for 
present Sales Manager who is stymied or 
Assistant Sales Manager who wants to get 
ANUFACTURER OF NATIONALLY j ahead. Must be familiar with rubber foot 
KNOWN, popular priced Women’s casual | wear industry experienced in calling on 


line desires capable salesmen. Commissions paid SALESMEN WANTED sone — ws ee ay else A oo: 
‘ ar av ( ) le 


weekly. Non-conflicting sideline may be carried : 
Give full qualifications, experience, and recent EXPERIENCED, ENERGETIC SALESMEN TO and manage a national sales organization 
snapshot Territories open 1. Western New CARRY FULL OR PARTIAL STABILIZED LINE His earnings will be in keeping with this 
York State; 2. Georgia-Alabama; 3. Louisiana CONSISTING OF MEN'S, WOMEN'S, CHIL responsibility. The future is unlimited. Write 
ssippi-Arkansas: 4. Tennessee-Kentucky DREN'S WELL KNOWN LINES OF SHOES & in detail giving ymplete background. Re 
) Mis- SLIPPERS. OPENING IN ANY TERRITORIES plies confidentia 
NAMED 
Address Box 364, care BOOT & SHOE RECORDER Address Box 371, care BOOT & SHOE RECORDER 
Chestnut and 56th Streets, Philadelphia 39, Pa Chestnut and 56th Streets, Philadelphia 30, Pa 








ana-Ilinoi x e of Chicago); 6 
ioma California 
care of Boot and Shoe 

Philadelphia 


























CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 20 cents a word under any of our classified headings. Minimum amount 
accepted 18 words, $3.60. When a box number is desired, addressed to any of our offices, 12 words must be added for thie 
and charged at the word rate. If advertiser's own name and address is used, count each word (street number is one word) 
at word rate. Classified advertising is payable in advance. Send check or money order with your copy. No accounts are 
opened for classified advertising except for regular advertisers em contract 


The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a maximum of 4% words per inch 


Notice: All Classified Advertisements for the October Ist Issue and Thereafter, Should be Addressed to Our Philadelphia Office— 
Séth & Chestnut Streets, Philadelphia 39, Pa. 
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SALESMEN WANTED SALESMEN WANTED SIDELINE SALESMAN WTD. 








RNAMENTS, Shoe Bows, smal! tray, HOT 


llighest commission Address 


One of America’s Leading Wholesalers | | #*:""#toc.tsrm °°" 


has available outstanding opportunities for experienced salesmen ANTED — SIDELINE SALESMEN for 
to carry a complete In-Stock Line of Men's and Boys’ Dress Shoes: | sgh tildren’s Casuals, GARDNER SMITH, 
Women's Loafers and Casuals in the following territories: ee ee ee 
1. Pennsylvania (excluding Philadelphia). niin gmee ste vines —_ BS 
2. New York (excluding New York City and Brooklyn). | Paces Play Sendai Motiv Priced tke 


Address: Box 





3. West Virginia. 4. North and South Carolina. i tk at territories open.» Addre eee 
5. Georgia - Alabama. nut and 56th Streets, Philadelphia 39, Pa 
Also might arrange for salesmen to carry part of line in these 


territories. 


A. MELTZER, 26 North 4th Street, Philadelphia, Pa. POSITIONS WANTED 

















Because of a realignment in some territories, due to the addition of new Lines, Tober-Saifer Shoe Wants connection with Retail Chain or Man- 


Manufacturing Company has exceilent opportunities in several divisions for the proper men. : . 
The Jolene-Debtowner Line is open for Kentucky, Southern Missouri—also Colorado, Nebraska. Write ufacturer. Top experience. Will relocate. 


complete details to: Fred Bernatz—ali reolies confidential. 
Address Box 366, care BOOT & SHOE RECORDER 


TOBER-SAIFER SHOE MANUFACTURING COMPANY Chesteut and 56th Streets, Philadelphia 90, Pa. 
1204 Washington Ave., St. Louis, Mo 

















MEN'S HOES IN MY BLOOD y 14 
t retail management experience; excel 
lent potentialities f manufacturers repre 


| sentative or “retail chain. Creative Stylist and 
Displa WRITE JERRY MELLIN, 527 
| Sutter Avenue, Brooklyn 7, New York 


BY WELL KNOWN OLD ESTABLISHED MANUFACTURER WITH 
LARGE, MODERN INSTOCK DEPARTMENT, MAKING GROWING GIRLS’ ETE LE AND HEPORTER lcrcs 
AND WOMEN’S WELT SPORT SHOFS TO RETAIL AT $6.95 TO $9.95 patent Shewvens ss Rupee Divito of Mane 

facturer Experienced all phases export, gexera! 

STATES OPEN: NEW YORK, PENNSYLVANIA, MICHIGAN, OHIO, ofice work, sales, credit and colle . 2 

fluent Spanish. Age 29, ar 


and collections Own 
correspondence 


INDIANA, NORTH (¢ AROLINA, TEXAS. | ried, will relocate Address: Box No. 362, care 
of Boot and Shoe Recorder, Chestnut and 56th 


MEN WITH ESTABLISHED FOLLOWING AND NON-CONFLICTING | Streets, Philadelphia 39, Pa 
LINE ON STRAIGHT COMMISSION. 


Address: Box Wo. 365, care of BOOT & SHOE RECORDER, Chestnut and Séth Streets, Philadelphia 39, Pa. 











FOR SALE 








. . . EPARTMENT STORE WITH SUDA 
Stores Join for Protection FOUNTAIN; established seven years ago 
° . Doing good business. Owner retiring. Handle 
Against Bad Check Passers shoes and apparel for entire family. Mixed 
trade. Open seven days a week. Price stock at 


Owner will give long lease 
I 








HELP WANTED 


R! I All SAl RSMAN Quality Store desires DENVER—Some 125 shoe retailers in cost cheat ae. Sune = aise Bene ‘ease 
‘ slit ~ “4 SUTTON S ay %; sal, Modesto, ¢ Mg the Denver area have become members Gl ENWOOD,. Delene, California ; a 
ifornia of a newly-developed system for pro- 
tection against bad checks, District 

F.XPERIENCED SHOE MA tO SELI Attorney Bart Keating has announced. 
“BETTER GRADE Men's and Women’s To combat the menace, the shoe re- Li 


ellent tuture 


CAN ELLATION SHOE STORE, Men’s and 
Women's, established 1940 Main boulevard 
Angeles area Clean Stock 
he rig ‘ fe : . th eater potentialities / 
a adr ed roe ae tailers who have signed up for the S08 sete of West nnd Teer Recerden 
- , Philadelphia 


“ 


plan operate a “chain telephone call ut and 56th Street 
plan.” When a bad check is detected 
at any store or a passer is apprehended, TAMILY SHOE STORE, SOUTHERN 
FIFTH AVENUE LADIES a member of the store staff telephones ‘mre, Wy sneemtes ownes. 60% 
— ‘ “ne fimo —_— five other shoe retailers, notifying them ‘I i ~e- falue Fis 
( Senefit uv of the check-passer’s appearance, iden 
“ wht re ©" tification used, printing on the checks 
and similar facts. Each of these five, 
in turn, telephones five more so that 
within a space of an hour or two, 
Sale Jams Basement ee en 
warned 
NASHVILLE, TENN Harveys new During August, an ideal example of 
Sixth Avenue basement operation was the effectiveness of this system made 
officially opened recently with a “$1 its appearance when a California bogus 
ale” in the shoe department, Observers check writer was apprehended in one 
iid one of the biggest shopping crowds retail store, twenty minute after he 
in Nashville history jammed the base- had passed a bad check in another store 
ment area during the opening day. on the opposite side of the city. 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 


WANTED TO PURCHASE 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCKS 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 





ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 
George J. Arronson Associates 


157 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 














Mox L. Meltzer, Pres. 


WE PAY MORE fecause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN’S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO.. INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 





Wid 


| 0@e@. 0868 bcbBwere 6 Biles 


SUS 


V Quality Shoes \ Complete Stores 
/ CLOSEOUTS OR SURPLUS 


from Mfgqr. or Retailer 
Any Quantity . . . Any Timel 


FOR CASH 


For Quick Action, 
O] Write. Wire or Phone 


CE 1-4898 CE 1-3762 


QUALITY SHOES SINCE 32 
“WHILE IN TOWN SEE WEIL” 


A i a i 








Ivanhoe 1-9830 








YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


SAM CAMITTA & SONS 
Foremost Cash Buyers of Fine Shoe Jobs Since 1906 


Surplus Stocks @ Closeouts @ Complete Stocks ® Your Name and Bra 





95 Reade St., New York 13, N. Y. 
COrtlandt 7-6378-9 


{| Protected 








MORRIS BAYROFF 
formerly with M & R Shoe Co. 
1S NOW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 








WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 


74 READE ST., NEW YORK 7, N. Y. 
WORTH 2-6358 


RALPH VOGEL 


MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES 
Discontinued stocks 


HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 














CASH 
PRICES 


100 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write 


tion 


or wire for fast ae- 
quality 


women's shoes. 


sane —oolwear FOR OVER 40 YEARS 


MOSINGER-COHN 


1235 Washington St. Lovis 3, Mo 





Mm CASH FOR 


MMM CLOSEOUTS 


MMM SURPLUS 
GMM DISCONTINUED LINES 
MM COMPLETE STORES 


BROITMAN - GAFFIN 


146 DUANE ST., N. Y. C BE 3-7290 








No More Worries 
No More Cares 
No More Gray 


PAYS BEST 

PUT HIM TO 

THE TEST 

LOUIS CAMITTA & SON 


61 READE ST., NEW YORK, N.Y 
>) 2.5063 


we 063 
formerly with $. CAMITTA & SONS 

















BARIS BUYS for CASH 


Quick decision on your offers of discontinued and 


surplus men's 


(2 


] 
(6 Jobs in Fine 


fe] 
ra) 
OC ae . 
SOMA 


79-81 Reade St. 
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and children $ shoes 


womens 


[el Also complete stores considered 


Shoes From Fine Sources Since 1931 ed 


New York 7, N.Y. Tel.: WOrth 2-5180 |: 


CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST NEW YORK 7,N. ¥ 
Telephone WOrth 72-2615 











Bu y Savings Bonds 














MERCHANTS’ NEEDS 








Accepted throughout the entire 
shoe industry as the most accu- 
rate and practical foot measur- 
ing device for proper shoe fitting. 


ALL MODELS $15* 


*Available at special cooperative price 
if ordered through certain shoe manufac- 


turers. For this list and full details write to 


BRANNOCK DEVICE CO. 


2, New York 


THE 





Wtals wv Ydeas 


OH VOUR 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news 
paper advertising. 


Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 


342 Madison Ave. 
New York City 











Counter Co. Enlarges Plant 


Penacook, N, H.—Work has been 
started here on construction of a con- 
crete addition to the plant of the Pena- 
cook Fibre Co., which manufactures 
shoe counters 


100 


Promotion of Young Executive 
Means Stepped-Up Program 


NASHVILLE, TENN.—-Plans for ex- 
panding the nation-wide program of 
the Edward Haan Shoe Company, 
makers of Whitehouse & Hardy shoes, 
were revealed here recently simultane- 
ously with an announcement concerning 
the promotion of Duke Rose to the post 
of division manager. The Haan Com- 
pany is a division of General Shoe 
Corporation. 


DUKE ROSE 


According to Edward Haan, president 
of the Haan firm, Mr. Rose’s appoint 
ment to work with him as an executive 
associate means the beginning of a 
stepped-up program to further extend 
the Whitehouse & Hardy line to top 
quality accounts all over the country. 
Mr. Haan said that in than two 
years Whitehouse & Hardy shoes have 
become established in big-name men’s 
stores in metropolitan areas through- 
out the country, and that the extension 
of this recognition is the basic reason 
for bringing Mr. Rose, as one of Gen- 
eral Shoe’s young executives, into the 
Haan Company’s program. 

Mr. Rose, who joined General Shoe 
in 1950, has spent most of the succeed- 
ing time as a style director and co- 
ordinator for its men’s dress shoe 
plants A graduate of the United 
States Naval Academy, he also attended 
Duke University in North Carolina. 

After graduating from General 
Shoe’s special executive training course, 
he became assistant to the style director 
in the men’s division. In 1952 he was 
made design supervisor for men’s shoes, 
and in 1953 design coordinator. Before 
his promotion into the Edward Haan 
company, he had served as plant co- 
ordinator for several of the company’s 
men’s shoe manufacturing plants. 


less 


E. E. Taylor Promotes 
Don Merritt to Sales Post 


FREEPORT, ME. Announcement of 
the promotion of Don Merritt to divi- 
sional sales manager of the E. E. Tay 
lor Corporation, here, was made by 
Miles H. Baker, vice-president of the 
corporation, 

Mr. Merritt will supervise the west- 





FINDINGS FOR SALE 








NOVEMBER SPECIAL OFFER 


AIRFOAM CUSHION INSOLES—3 PAIR FREE 
WITH EACH 3 DOZEN PACKED ASSORTMENT; 
'Ye dozen cach of men's and women’s. Men's coters: 
Chiorephyli Green. Women's colors: Chierephyli 
Green—White. Retail 49¢ Pair. . . Wh'sle $3.60 
Dozen 
BERKO SALES COMPANY 

27-22 30th Ave., Long Island City, N. Y. 














WANTED TO PURCHASE 


WE PAY CASH 
for your 
* SURPLUS STOCK 
* DISCONTINUED LINES 
* CLOSE-OUTS 
Entire Stock or Portion 
High Quality Shoes Preferred 
Ladies’ - Men's * Children's 
31 No. 4th St. 
BARSH & CO. ‘pi «pa 
Write or PHONE - MA 7-1666 

















for 
] 


will be lo 


south central territories 
His headquarters 
cated at 505 McCullough Street, Ur 
bana, Ill. Previously men’s and chil 
dren’s shoe buyer for Ernst Kern, of 
Detroit, he has represented E. E. 
Taylor for the past three years. 


ern and 


Taylor. 


Trimfoot First Shoe Firm 
In U. S. to Install Pfaff Varion 


Davie E. Ward, executive vice-president 
of the Trimfoot Company of Farmington, 
Mo., right, and Irving Steinbach, Indus- 
trial representative of the Pfaff Organ- 
ization, inspecting fitted uppers coming 
off the new Pfaff Varion fitting room 
conveyor installed by the German firm 
in Trimfoot's Farmington plant. The 150 
foot, 4-tracked unit carries all work to 
fitting room operators and provides a 
smooth flow regardless of the varying 
sequence of operations on different 
shoes. It organizes all fitting room work 
to easier control and faster handling. It 
is the first such installation to be made 
by the shoe industry in the United States. 


Boot and Shoe Recorder 





Sf, Cf, In these days of steadily mounting overheads, 
She Sos ~~ 8 
Crompton Factoring performs a very important ser 
Profil vice to its clients. It provides a continuous flow of 
cash for receivables so that a larger volume can be 
ve f ° 
Ws. done. As your volume increases, somewhere along 
~ the line your gross profit becomes your net profit, 
Lhe Net ) n care of — wi 
SHC He because your overhead has been taken care of — with 
more to spare. 


And Crompton has more to offer beyond mere factor- 
ing. It provides wise and sympathetic guidance based 
on more than a century of business experience . 
and it eliminates your present costs of credit exten 
sion and collection. 


CROMPTON 
RICHMOND 
COMPANY 


INCORPORATED 


FACTORS | She Human Factor 


1071+ heenue of the A merncas New York 18, NG. 











Acme Boot Co 93 
Allen-Edmonds Shoe C+ 79 
Amer, William Co ind Cover 
American Biltrite Rubber ¢ 20, 21 
Armour Leather Co 88 
{rronsor Cec J 4 clate 49 


erke 
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Eby Sho 0 Miller Shoe Co 
Eddy Shoe Co 9s Missouri Div hte 
Edwards, Vincent 10 ment 
Endicott-Johnson Corp 1 Mossinger-Cohr 
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The Bea chen wer Nae” 


— the Goodyear Outsole Stitching Machine 


MODEL “A” 


i The w is fed by the combined move- 
Outstanding among dozens of improve- 1 he work is fed by 


2 »sser foot and table... 
ments in this greatly advanced stitch- ment of presser f 


i i 24 » awl. This new feed 
ing machine is its new type feed action. instead of the a | 
principle alone leads to quality ad- : 
vantages, some economies not before 
possible, and a reduction in operator 
effort. 

For complete details about the new 
Model ‘‘A’’ Goodyear Outsole Stitch- 
ing Machine, get in touch with the 


United Branch Office that serves you. 





Leading features of the 
New Goodyear Outsole Stitching 
Machine — Model “A” 


@ Faster and smoother in operation. 


@ Awl and needle breakage reduced to a surprising 
degree with savings in costs and fewer delays. 


@ Better thread control system aids stitch appearance. 
@ Work is held firmly. Stitch is firmly set. 


@ Kubber and crepe soles can be stitched dry, saving 
time and money. 


@ Larger bobbin means fewer replacements per day 
fewer wasted thread ends. 


@ Numerous improved design features 
mounted wax pot built-in light 


gauge. 


front- 
improved edge 


@ Less operator training required, 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 





it’s a7 chansen is 


it Sparkles 
in fashion’s 


favorite leather... 
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Bee): +, 
COLONIAL TANNING CO... ONE 





VUYE to KRE- OR 


For Late Fall and Winter Sell 








THE ALL BOYS’ ACTION SHOE 
THE MOST POPULAR LINE 


OF BOYS’ SHOES 


IN AMERICA Style No. 2922 


BROWN 


Style No. 2472 


CHERRY Neolite Sole— 
Reinforced, Rubber Heels 
Diamond Stormwelt Widths A to & 


TC w 


Boys’ Sizes: 
Width B; sizes 312 to 6. ; Style No. 2921 
Widths C and D; sizes 2'2 to 6. ; .C 
Width E; sizes 312 to 6. IN-STOCK ainndlensreia 
Big Boys’ Sizes: FOR = 
Width B; sizes 612 to 9. 
Widths C and D; sizes 6'2 to 10. GERBERICH 
Width E; sizes 612 to 9. DEALERS 


MOUNT JOY, PENNSYLVANIA 
Available in Canada From J. LECKIE & CO., LTD. 





